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It's  time  for  a  war  on  complexity,  bo 

BY  KIM  S.  NASH 


M 


Micro  Focus  now  transforms  what  the  mainframe  can  do 


We  need  to  talk  about  the  elephant  in  the  room.  Your  mainframe  is  where  critical 
business  information  still  lives -  at  high  cost.  So  you  may  be  considering  options 
for  transforming  the  beast  ___  ™  J§§:  — - — 


Micro  Focus  has  it  under  control.  Our  Mainframe  Solutions  help  you  deliver  the 
same  business  capabilities  for  less.  You  can  speed  up  development,  modernize 
applications  to  use  fewer  MIPS,  or  move  'as-is'  to  a  different  platform.  See4iow 
current  thinking  is  turned  on  its  head  atr?lf§YS?WTHrffT7TiTHiB?WT7^^P 
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Introducing  NTT  DATA  Americas. 

Your  Innovation  Partner. 


Seven  companies  integrated  as  one  NTT  DATA  Americas  team. 

AgileNet  |  Intelligroup  |  Keane  |  MISI  Company  |  NTT  DATA  international  |  The  Revere  Group  |  Vertex  Software 

Every  day  around  the  world  NTT  DATA  helps  companies  of  all  sizes  to  flex 
their  businesses,  enabling  them  to  capitalize  on  opportunities  and  manage 
risk  faster  and  more  efficiently.  We  have  the  technology  know-how,  industry 
insight,  and  global  reach  you  need  to  navigate  changing  conditions. 

We  deliver  impactful  results.  Not  endless  timelines,  overblown  budgets, 
or  unattainable  promises. 


Consulting 
Application  Services 
Infrastructure  Services 
Cloud  Services 

Business  Process  Outsourcing 
Strategic  Staffing 


NTT  DaTa 

Global  IT  Innovator 


Learn  more,  www.nttdata.com/americas 
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In  Search 
of  Simplicity  30 

cover  story  Our  tangled  mess 
of  technology  hurts  business 
agility  and  the  bottom  line. 

It’s  time  for  a  war  on  complexity. 

BY  KIM  S,  NASH 


Kevin  Humphries.  SVP  of  IT  at  FedEx,  says  that 
simplicity  was  a  key  goal  in  planning  a  new  data  center 
that  is  one-third  the  size  of  the  one  it  will  replace. 
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You  devote 
yourself  to 
revolutionizing 
data  management, 


Backup  &  Recovery 
Virtual  Server  Protection 
Archive 
Search  &  Discovery 
Edge  Protection 


commvault 

solving  forward® 


CommVault  has  been  positioned  a 
Leader  in  the  2012  Magic  Quadrant  for 
Enterprise  Backup/Recovery  Software 

At  CommVault,  our  entire  1 6-year  existence  has  been  focused  on 
one  cause:  revolutionizing  data  management  software.  A  history 
rooted  in  innovation  and  a  customer  base  16,000-strong  have 
helped  us  become  the  fastest  growing  data  storage  software 
company  in  the  world.  Being  recognized  by  Gartner  as  an 
industry  Leader  is  certainly  a  proud  accomplishment,  but  we 
consider  it  motivation  to  keep  our  focus  sharp. 

Many  of  our  enterprise  customers  switched  to  our  single-platform 
Simpana®  software  not  only  to  solve  the  data  and  information 
management  demands  they  face  today,  but  to  also  prepare 
them  for  the  challenges  of  tomorrow. 

This  is  at  the  very  heart  of  our  Solving  Forward ®  philosophy,  a 
promise  to  continue  leading  the  industry  by  remaining  devoted 
to  developing  innovative  software  solutions  that  transcend 
traditional  backup  to  protect,  manage  and  access  data  while 
delivering  real  value  back  to  the  business. 

So,  where  exactly  in  the  leader's  quadrant  are  we  positioned? 
Download  the  report  to  find  out,  and  learn  more  about  our 
innovations  by  visiting  commvault.com/itleaders 


WWW. 


commvault.com  ■  888.746.3849  ■  E-mail:  info@commvault.com 
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FROM  THE 

EDITOR  IN  CHIEF 


Simple  vs.  Complex 

Ah,  the  complexities  of  simplicity.  The  word  conjures  up  Zen-like 
notions  of  easy  understanding,  natural  approaches  and  intuitive  use.  Like 
when  I  recently  watched  a  2-year-old  march  over  to  the  TV  set  and  try  to 
change  channels  by  swiping  her  chubby  fingers  across  the  screen  (just 
like  Daddy  does  with  his  smartphone).  Imagine  how  disappointed  she’ll 
be  when  she  tries  to  work  the  ridiculously  complex  remote  control  (which 
even  most  grown-ups  can’t  figure  out). 

In  today’s  consumer-dominated  business  world— where  CIOs  look  to 
deliver  “Apple-simple”  office  tools  requiring  no  training— simplicity  has 
become  a  code  word  for  speed,  flexibility,  agility  and  success. 

“This  is  about  killing  complexity.  As  you  do,  you  get  faster,”  says  CIO 
Charlene  Begley  of  General  Electric,  one  of  the  IT  leaders  interviewed  for 
our  cover  story  (“In  Search  of  Simplicity,”  Page  30.)  “It’s  about  competi¬ 
tiveness.”  Simplifying  IT  operations  and  processes  is  one  of  Begley’s  four 
strategic  imperatives  for  IT,  as  she  strives  to  halve  the  number  of  GE  data 
centers  and  lop  out  85  percent  of  its  ERP  systems  by  2016. 

In  talking  with  IT  executives  at  GE,  FedEx  and  McDonald’s  for  this 
story,  Senior  Editor  Kim  S.  Nash  discovered  how  very  complicated  efforts 
to  achieve  simplicity  can  be.  CIOs  and  business  leaders  must  identify  what 
to  prune,  then  finance  and  staff  the  project,  then  make  more  plans  “to  stop 
complexity  from  snaking  its  way  back  in,”  she  writes.  “It’s  an  ongoing  battle, 
but  one  that  could  be  worth  millions  to  win.” 


CHATTER 


Where's  the  CIO  in  BYOD? 

Where  does  IT  fit  in  a  bring-your-own- 
device  (BYOD)  world?  Contributing  writer 
Rob  Enderle  has  noticed  that  users  have 
been  going  directly  to  online  services 
like  Google  and  Amazon,  and  this  BYOD 
trend  is  making  IT  services  redundant. 
CIOs  need  to  adapt  and  make  themselves 
relevant  in  a  consumerized  world  by  help¬ 
ing  with  device  selection  and  getting 
volume  discounts  for  employees,  for 
example,  www.cio.com/article/707448 

Beware  of  the  Like 

A  recent  Gartner  report  showed  that  moni¬ 
toring  employee  behavior  in  digital 
environments  is  on  the  rise.  Senior  Writer 
Kristin  Burnham  talked  with  a  research  VP 
at  Gartner,  who  said  that  surveillance  of 
employees  can  both  mitigate  and  create 
risk.  Monitoring  social  media  is  nothing 
new,  but  accessing  employee  information 
through  social  media  can  open  the  com¬ 
pany  up  to  serious  liabilities  if,  for  exam¬ 
ple,  a  manager  reviews  a  Facebook  profile 
to  determine  someone's  religion  or  sexual 
orientation,  blogs.cio.com/node/17127 


Yes,  millions.  When  researchers  at  The  Hackett  Group  compared  high- 
performing  companies  to  average  ones,  they  noticed  that  the  typical  firms 
were  running  twice  as  many  data  centers  as  the  world-class  ones,  which 
also  run  fewer  applications  and  at  lower  cost. 

At  FedEx,  complexity  reduction  is  “the  largest  theme  we’re  working  on,” 
says  Kevin  Humphries,  senior  vice  president  of  IT.  He  recently  opened  a 
new  data  center  that  will  serve  as  the  $39  billion  company’s  main  IT  facil¬ 
ity,  even  though  it’s  one-third  the  size  of  the  one  it  replaces.  “You  would  be 
shocked  to  see  the  walls  and  walls  and  walls  of  excruciating  detail  to  make 
something  very  complex  end  up  simplified,”  Humphries  told  us. 

As  desirable  as  IT  simplification  sounds,  such  efforts  often  fail— and 
ironically,  it’s  because  they  lack  detailed  (that  is,  sufficiently  complex)  plans. 
How  are  you  dealing  with  the  complexity  of  simplicity  at  your  company 
these  days?  Write  in  and  let  us  know. 


New  Security  Role  in  EU 

Organizations  in  the  European  Union  may 
soon  be  searching  for  candidates  for  a  role 
called  the  data  protection  officer  (DPO). 
Senior  Online  Writer  Thor  Olavsrud  says  the 
DPO  role  would  require  significant  secu¬ 
rity  experience  and  those  who  filled  it 
would  report  to  their  board  of  directors. 
The  need  for  this  position  stems  from  the 
EU's  new  data-protection  laws,  Security 
experts  say  the  regulations  are  so  detailed 
that  a  DPO  is  crucial-any  business  that 
goes  without  one  risks  unwittingly  violat¬ 
ing  a  law,  which  can  be  punished  by  hefty 
fines,  www.cio.com/article/707471 


Compiled  by  Editorial  Assistant  Lauren 
Brousell,  Have  a  comment  about  a  story  in 
this  issue?  Go  to  www.cio.com/issue/ 
20120701  or  write  to  letters<s>cio.com. 
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Smarter  technology  for  a  Smarter  Planet: 

The  cloud  that’s  transforming 
an  industry,  one  fish  at  a  time. 

At  the  University  of  Bari,  a  new  computing  model  is  creating  new  business  models.  Using  an  IBM  SmartCloud,™  their 
team  built  a  solution  that  allows  local  fishermen  to  auction  their  catch  while  still  at  sea.  By  creating  more  demand 
for  the  fishermen’s  product,  the  cloud  has  increased  income  by  25%  while  reducing  time  to  market  by  70%.  Now 
the  team  is  scaling  the  solution  to  create  new  business  models  for  the  winemaking  and  transportation  industries. 
What  can  cloud  do  for  your  business?  A  smarter  planet  is  built  on  smarter  software,  systems  and  services. 
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Future  Watch 

During  my  recent  travels,  I  met  with  a  leading  angel  investor  and  we 
talked  about  the  amazing  roll  that  the  technology  sector  is  on  right  now. 
Consider  the  incredible  amounts  of  investment  flowing  into  companies  like 
Facebook,  Jive,  Linkedln,  Instagram,  Yammer,  Box  and  DropBox.  Or  spend 
a  few  days  at  events  like  DEMO  (our  Silicon  Valley-based  conference  for 
emerging  technologies),  and  you’ll  see  why  investors  are  so  enthusiastically 
drawn  to  the  technology  startup  community. 

I  asked  my  investor  friend  what  he  considers  the  “special  sauce”  that 
convinces  him  to  buy  into  a  technology  startup.  He  replied  with  five  simple 
words:  social,  mobile,  geolocation,  gaming  and  commerce  (meaning  both 
the  online  and  mobile  varieties).  If  a  company  does  three  of  these  things  in 
concert,  it  gets  his  attention.  Four  of  them  and  he’s  seriously  interested.  Five 
and  it’s  guaranteed  his  checkbook  will  be  open. 

What  is  so  fascinating  about  venture  capitalists  is  that  they  always  seem 
to  be  ahead  of  the  market.  How  do  they  catch  those  waves  so  early?  How 
do  they  know  a  certain  company  will  be  a  hit  while  others  will  fizzle?  My 
friend  said  it’s  not  necessarily  about  the  company  or  its  leadership  team, 
but  about  the  trends  themselves.  In  today’s  market,  the  business  trends 
of  tomorrow  are  being  created  by  what’s  happening  now  in  the  social  and 
consumer  ecosystems. 

So  tell  me,  how  much  attention  is  your  IT  organization  paying  to  these 
five  key  trends?  We  know  from  our  coverage  in  CIO  that  mobile,  social  and 
IT  consumerization  are  high  on  your  radar.  Have  you  already  moved  all  new 
development  to  a  mobile-first  environment?  Are  you  approaching  business 
peers  about  building  customer  tools  that  take  advantage  of  “SoLoMo?” 
That’s  the  buzzword  coined  earlier  this  year— -a  combination  of  “social,” 
“local”  and  “mobile”— to  describe  the  social-media  savvy,  mobile-centric 
version  of  hyperlocal  search  (think  Groupon,  Yelp  and  Foursquare).  Are 
you  creating  data  mash-ups  that  help  predict  customer  behavior  or  drive 
real-time  pricing  strategies? 

These  are  the  kinds  of  questions  IT  leaders  should  be  thinking  through 
now  and  ready  to  answer  soon.  The  speed  of  change  seems  to  increase  by 
the  month,  and  you  can  follow  the  venture  capitalist  money  to  watch  our 
future  unfolding. 

What  are  you  doing  to  keep  up?  Write  in  and  let  me  know. 


Michael  Friedenberg,  President  and  CEO 

mfriedenberg@cio.com 
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v4'C  CenturyLink 


With  CenturyLink  you'll  find  an  honest  and  fair  global  communications  partner  providing  IT  solutions  created 
to  drive  long-term  growth.  In  fact,  our  recent  acquisition  of  Savvis  is  just  one  more  example  of  the  level  of  our 
commitment  to  meeting  our  customers'  needs  and  enabling  corporate-wide  innovation.  Comforting,  isn't  it? 
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Peace  of  Mind 


centurylink.com/business 


Your  link  to  what's  next™ 


Gone  Phishing 

Cybercriminals  are  getting  more  savvy  with 
their  phishing  lines,  Here's  how  to  spot  a  scam. 


Hover.  Don't  click  links  in  an  email,  says  Daniel 
■'  Peck,  a  research  scientist  with  Barracuda  Net- 
wmm  works,  a  security  provider.  Point  your  mouse  and 
hover  to  see  a  URL.  Links  that  don't  go  to  legitimate 
domains  are  telltale  signs  of  phishing  emails, 


Check  the  email's  properties.  In  Outlook,  go 
to  the  File  tab,  select  Properties,  and  look  at  the 
box  labeled  Internet  Headers.  This  shows  the 
email's  path  to  the  end  user,  Peck  says,  "If  they're  not 
from  trusted  email  blast  systems,  those  are  tipoffs.” 


Crosscheck.  If  your  bank  or  credit  card  com¬ 
pany  sends  you  a  fraud  alert,  that  same  alert 
;  will  be  on  their  website,  says  Peck,  Still  unsure? 
Call  the  phone  number  on  the  back  of  your  credit  card. 

-Meridith  Levinson 


For  more  tips,  see:  www.cio.com/article/70B977 


book  Winner  Take  All:  China's  Race  for 
Resources  and  What  It  Means  for  the  World 

By  Dambisa  Moyo 

Moyo,  a  Zambian-born,  Oxford-  and  Harvard- 
educated  economist,  writes  of  concerns  that 
China  is  quickly  buying  up  natural  resources, 
making  other  countries  more  dependent  on  it  for 
financial  support.  Oil,  she  says,  is  a  big  topic  now, 
but  soon  water  will  be  too.  Basic  Books,  $26.99 
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How  can  I  increase  my 
credibility  and  political 
power  as  a  CIO? 

ALWAYS  leave  IT  jargon  in  IT.  Communicate 
with  your  business  counterparts  in  a  way 
that  is  relevant  to  them.  Personally  meet  with 
stakeholders  regularly  to  be  sure  you  under¬ 
stand  their  priorities.  Know  what  is  driving 
their  business  decisions  and  personal  stress 
levels.  Understand  how  they  define  success 
and  disaster.  Pay  attention  to  the  words  they 
use  to  describe  what  is  most  important  to 
them.  Then  create  a  file  of  those  words  to  use 
when  you  communicate  your  IT  plans,  accom¬ 
plishments  and  budgets  back  to  them. 

SOMETIMES  use  time  outside  the  office  to 
develop  deeper  relationships  with  your  stake¬ 
holders,  supporters  and  adversaries.  Taking 
time  to  eat  and  drink  with  your  business 
partners  and  learn  about  them  on  a  personal 
level  will  help  during  tough  negotiations  in  the 
future.  The  time  you  invest  will  be  paid  back 
to  you  through  fewer  time-consuming  chal¬ 
lenges  to  your  judgment  and  plans. 

NEVER  try  to  teach  business  leaders  about 
technology.  When  you  present  to  the  board  of 
directors,  leave  all  talk  of  virtualization,  data 
centers  and  cloud  behind.  They  don't  care,  and 
it  will  annoy  both  of  you.  Focus  on  business 
needs,  like  attracting  new  customers  or  reduc¬ 
ing  operating  costs.  This  also  goes  for  how  you 
present  your  budget.  Steer  clear  of  writing  a 
list  of  IT  stuff  no  one  outside  IT  understands; 
all  anyone  will  see  is  that  large  total.  Instead, 
associate  each  line  item  with  initiatives  that 
the  business  understands  and  wants.  That 
way,  if  they  want  you  to  cut  costs,  they  know 
they  have  to  cut  something  they  want. 


Patty  Azzarello  is  a  business  adviser  through 
www.AzzarelloGroup.com  and  the  author  of 
Rise:  3  Practical  Steps  for  Advancing  Your  Career. 
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Fujitsu  recommends  Windows®  7. 


FUJITSU  LIFEBOOK 

Tested  for  the  hardest  demands  of  business  life 

It's  all  about  survival  of  the  fittest.  And  that  also  applies  to  your  Tablet  PC. 

With  the  2nd  Gen  Intel®  Core™  vPro™  processor  family,  the  FUJITSU  LIFEBOOK® 
T901  Tablet  PC  delivers  best  performance  in  a  lightweight,  "semi-rugged" 
MIL-STD-810G  tested  convertible  tablet  form  factor.  The  bright  13.3-inch  LED 
backlight  display  is  a  pleasure  to  use,  with  maximum  networking  connectivity 
and  an  optional  modular  bay  battery  allowing  for  all-day  computing.  The 
LIFEBOOK's  rock-solid  security  suite  make  it  a  perfect  fit  for  today's  demanding 
business  and  commercial  environments.  So  nothing  can  stop  you  now. 

LIFEBOOK 

with  the  2nd  Gen  Intel®  Core™  vPro™  processor  family  -  Enriches  your  life. 


www.shopfujitsu.com 

Copyright •  2012  Fujitsu  America,  Inc.  Fujitsu,  the  Fujitsu  logo,  LIFEBOOK,  the  LIFEBOOK  logo  and 
'shaping  tomorrow  with  you'  are  trademarks  or  registered  trademarks  of  Fujitsu  Limited  in  the  United 
States  and  other  countries.  Microsoft  and  Windows  are  trademarks  or  registered  trademarks  of  Microsoft 
Corporation  in  the  United  States  and  other  countries.  Intel,  the  Intel  logo.  Intel  Core,  Core  Inside,  the 
Intel  Inside  logo  and  Intel  vPro  are  trademarks  or  registered  trademarks  of  Intel  Corporation  in  the  U  S. 
and  other  countries.  All  other  trademarks  referenced  herein  are  the  property  of  their  respective  owners. 
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Make  a  Move 

It's  time  to  change  how  we-hiring  managers  and  applicants  alike— 
thinkabout relocating forajob  by  kristen  lamoreaux 
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Companies  tend  to  tread  lightly  with  candidates  who 
say  they’re  open  to  relocation.  Hiring  managers  often  view 
them  as  desperate.  With  the  current  scarcity  of  good  hires 
and  good  jobs,  this  has  to  change.  There  are  thousands  of 
talented  people  who  have  the  relocation  rigmarole  down  pat. 
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There  are  only  so  many 
X-level  roles  in  one  city. 

-Jason  Athanas,  IT  executive  and  experienced  mover 


Take  Jason  Athanas,  an  IT  exec¬ 
utive  due  to  relocate  from  Miami 
for  his  spouse’s  job.  Jason  is  a  pro  at 
relocation,  having  moved  ten  times 
in  his  career.  Five  were  prompted 
by  the  organization  he  was  working 
for  at  the  time,  one  was  an  expatri¬ 
ate  assignment,  and  the  others  were 
new  roles  with  new  companies. 

“My  spouse  and  I  love  being 
relocated,”  says  Athanas,  adding 
that  sometimes  a  move  is  critical  to 
developing  your  career.  “There  are 
only  so  many  X-level  roles  in  one 
city,”  he  says.  “Once  you  hit  a  certain 
level,  getting  the  top  job  is  harder.” 

But  don’t  take  that  to  mean  it 
makes  sense  for  everyone  to  pack 
their  bags  for  top-tier  cities  like 
New  York  or  London.  Athanas 
knows  from  experience  that  even 
“second  cities”  can  offer  payoffs. 


But  geography  makes  a  big  differ¬ 
ence  in  compensation,  so  if  a  move 
includes  a  pay  cut,  it  should  be 
scrutinized. 

“If  you  cannot  afford  to  take  the 
job,  there  had  best  be  some  very 
strong  personal  or  long-term  goals 
that  will  be  aided  by  the  move,” 
advises  Athanas.  “Going  some¬ 
where  new  and  not  being  able  to 
afford  to  go  out  is  painful.” 

In  Jason’s  mind,  relocating  and 
non-relocating  opportunities  are 
equally  valid,  but  he  stresses  that 
you  need  to  treat  your  a  move  like 
a  business  case  and  weigh  your 
decision. 

“Like  in  a  vendor  selection, 
not  all  parts  of  the  evaluation  are 
equal.  [It  may  be]  plus  one  for  nice 
climate,  minus  10  for  high  taxes... 
and  always  give  gut  feel  at  least  10 


points.  If  an  area  doesn’t  feel  right, 
it  probably  isn’t,”  he  says. 

Have  a  Backup  Plan 

When  negotiating  a  relocation, 
request  a  “change  of  control”  clause, 
which  covers  you  in  case  the  com¬ 
pany  changes  hands  shortly  after 
you  start.  It  should  offer  a  sever¬ 
ance  payout  or  otherwise  describe 
what  happens  to  you. 

“If  it  doesn’t  work  out,  you  need 
an  escape  plan.  Do  the  math,  do  the 
math  again,  prepare  change  man¬ 
agement  and  have  an  exit  clause.” 

A  change-of-control  consider¬ 
ation  won’t  always  be  granted,  but 
if  you  don’t  ask,  you  don’t  get.  Don’t 
worry  about  appearing  negative  to 
HR;  everyone’s  worst-case  scenario 
is  moving  for  a  job,  then  losing  that 
job  shortly  thereafter. 

Athanas  likes  to  have  a  long-term 
plan  for  his  moves,  including  mak¬ 
ing  a  list  of  next  moves  if  the  current 
one  doesn’t  work  out.  “Making 
the  list  when  you’re  not  pressured 
makes  it  easier,”  he  says.  “Oh,  and  on 
your  Linkedln  profile,  immediately 
type  in  ‘HAPPY  TO  MOVE.’” 

Hiring  managers  still  resistant 
to  take  the  leap  should  remind 
themselves:  Do  you  want  the  best 
person  for  the  job  or  the  best  local 
person  for  the  job?  By  trying  to 
keep  the  cost-per-hire  down,  are 
you  settling  for  mediocre  talent? 


Kristen  Lamoreaux  is  president  and  CEO 
of  Lamoreaux  Search,  which  finds  IT  pro¬ 
fessionals  for  hiring  managers. 
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Supermicro's  patented  Twin  Technology  is  the  foundation  of  the  most  advanced  server  platforms  in  HPC  Data  Center,  Cloud  Computing  and 
Enterprise  IT  applications  around  the  World.  These  high  performance,  high  density  systems  feature  optimum  airflow  designs  for  energy 
efficient  cooling,  easy  maintenance  and  high  availability  with  hot-swappable  nodes  and  redundant  power  supply  modules. These  systems 
also  feature  the  latest  CPU  and  interconnect  technologies  for  maximum  processing  performance  and  data  throughput. 
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ADVERTORIAL 


Cloud  Computing 

The  Autonomies  behind  the  Economics 


In  recent  years,  cloud 
computing  has  moved 
from  the  fringe  to  the  main¬ 
stream  of  enterprise  IT  practice.  The 
adoption  of  this  flexible,  service-based  ap¬ 
proach  to  computing  has  been  catalyzed  in 
large  part  by  the  promise  of  improvements 
in  IT  efficiency  and  reductions  in  data  center 
expenses.  But,  too  often,  CIOs  and  financial 
managers  fail  to  understand  the  critical  role 
application  servers  play  in  realizing  cloud 
computing’s  economic  and  operational 
potential. 

The  dynamic,  virtualized  and  highly 
utilized  infrastructure  which  is  characteristic 
of  the  best  cloud  environments  requires  a 
foundation  of  powerful,  intelligent,  cost- 
effective  servers.  Ideally,  these  servers  will 
automate  many  once-manual  IT  operations, 


and  maximize  uptime.  From  an  economic 
perspective,  intelligent  automated  servers 
can  drastically  cut  administrative  and  main¬ 
tenance  costs;  reduce  energy  usage  by  ensur¬ 
ing  servers  run  as  efficiently  as  possible;  and 
minimize  the  potentially  astronomical  costs 
of  downtime  by  addressing  problems  before 
they  result  in  catastrophic  failures. 

These  and  other  TCO -reduction  benefits 
are  ultimately  much  more  impactful  to 
corporate  bottom  lines  than  are  the  relatively 
simplistic  return-on-investment  (ROI) 
analyses  that  traditionally  have  served  as  the 
primary  economic  evaluation  factor  for  ap¬ 
plication  servers. 

Next-gen  servers  reduce  costs 

HP  designed  its  latest  generation  of  rack 
and  blade  servers  —the  HP  ProLiant  Gen8 


Ideally,  these  servers  will  automate  many  once-manual  IT 
operations,  leading  to  significant  improvements  in  cloud 
computing  TCO  and  performance. 
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driving  significant  improvements  in  total 
cost  of  ownership  (TCO)  and  performance. 

Intelligence  and  autonomies 
remove  costs 

Application  servers  that  require  laborious 
manual  intervention  for  provisioning, 
health  monitoring,  firmware  and  software 
updating,  and  other  routine  tasks  can  seri¬ 
ously  undermine  the  value  of  cloud  com¬ 
puting.  Whether  the  cloud  environment  is 
private,  public,  or  a  combination  of  the  two, 
it  can  benefit  not  just  from  task  automation 
but  also  from  autonomies.  “With  autonom¬ 
ies,  the  server  not  only  gathers  information, 
but  proactively  does  something  with  that 
information,”  explains  Urn  Golden,  resident 
chief  technology  officer  for  Hewlett-Pack¬ 
ard’s  (HP’s)  Americas  Industry  Standard 
Server  Business. 

Whether  it  involves  “phoning  home”  to 
service  professionals  to  alert  them  to  poten¬ 
tial  component  failures,  or  automatically 
identifying  and  correcting  multi-bit  memory 
errors,  proactive  autonomies  can  greatly 
lessen  cloud  TCO,  improve  performance, 


portfolio— in  large  part  to  address  the  needs 
of  virtualized  cloud  computing  and  other 
high-demand  IT  environments.  The  HP 
ProLiant  Gen8  servers  deliver  more  than  150 
new  features  compared  to  earlier-generation 
servers,  including  many  that  leverage  the 
servers’  embedded  intelligence,  self-analysis, 
and  proactive  autonomies  capabilities. 
Among  the  HP  servers’  TCO-reducing, 
performance-enhancing  features: 

■  An  embedded  Active  Health  System 
that  continuously  tracks,  logs  and  time 
stamps  1,600  system  parameters  and  offers 
phone-home  capabilities  to  both  prevent 
failures  and  speed  recovery  times 

■  Monitoring  for  and,  when  possible, 
automatically  correcting  multi-bit  memory 
errors  on  the  fly  without  interrupting  service 

■  Proactive  identification  of  failing  drives 
and  automatic  creation  of  a  hot  spare 

Thanks  to  these  (and  dozens  more)  auto¬ 
mation  and  efficiency  capabilities,  “the  HP 
ProLiant  Gen8  servers  can  be  critical  in  help¬ 
ing  CIOs  achieve  the  optimal  economic— as 
well  as  operational— benefits  possible  with 
cloud  computing,”  says  Golden.  ■ 
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data  center  expectations  with 
the  power  of  convergence. 


HP  ProLiant  Gen8— the  world's  most  intelligent  servers 
revolutionize  IT  so  you're  ready  for  what's  next. 


The  next  generation  of  HP  ProLiant  servers  with 
HP  ProActive  Insight  architecture  brings  over  150 
groundbreaking  design  innovations*  that  will  reshape 
how  you  meet  relentless  demand  for  new  services  and 
boost  performance.  Leverage  breakthroughs  like: 

•  6X  increased  performance* 

•  3X  improved  admin  productivity* 

•  66%  faster  problem  resolution* 


Only  a  20-year  global  leader  in  servers  could 
deliver  intelligence  like  this,  so  you  can  turn 
IT  innovation  into  business  acceleration. 


Watch  the  Computerworld  video 
about  HP  ProLiant  Gen8  server 
performance  and  productivity  at 

hp.com/go/rackCIO  or  scan 
the  QR  code  below. 


’For  details  on  claim  substantiations,  visit 

hp.com/ go/rackClO 
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New  Sheriff  in  Town 

Texas  state  CIO  wrangles  outsourcers  into  an  unusual  deal 

BY  STEPHANIE  OVERBY 


MLLLLLJUB 


Wanted:  Experienced  CIO  to  take  over  struggling  IT  organization  with  flailing  outsourcing  rela¬ 
tionships,  data  centers  in  disarray  and  a  disheartened  internal  staff. 

As  Governor  Rick  Perry’s  director  of  administration  and  technology,  Karen  Robinson  was 
charged  with  finding  candidates  capable  of  meeting  that  challenge.  But  the  only  one  the  chief  of 
staff  trusted  to  take  over  the  Department  of  Information  Resources  (DIR)  was  Robinson  herself. 

“It  was  not  one  of  the  positions  where  you  say,  ‘Ooh  ooh,  take  me!’”  Robinson,  now  Texas  State 
CIO  and  Executive  Director  of  DIR,  admits.  But  through  her  work  with  policy  analysts  and  others  to 
assess  what  went  wrong  during  a  public  battle  between  IBM  and  Texas  over  their  $863  million  data¬ 
center-consolidation  contract,  she  knew  as  much  as  anyone  could  about  how  to  fix  IT  outsourcing. 

Robinson  spoke  to  leaders  of  the  agencies  DIR  serves,  created  an  executive  leadership  committee 
to  guide  IT  decision  making,  and  launched  an  18-month  process  of  rebidding  the  IT  work.  “The  DIR 
does  so  much  more  than  data  centers  that  outsourcing  was  the  only  way  to  go,”  says  Robinson.  “But 
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•  *  *  41  Number  of  apps  on  an  average  U.S.  smartphone.  Nielsen  *  *  *  70%  Companies  planning  to  hire  new  college  grads. 
EMC  Research  •  •  •  •  •  17%  Americans  who  used  social  media  for  customer  service  at  least  once  in  the  past  year.  American  Express 
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Your  Mobile  Website?  Not  So  Good 


I  feared  no  [vendors]  would  apply.” 

Even  the  ugliest  outsourcing  efforts  often 
succed  on  the  second  attempt,  but  to  be  sure 
this  one  worked,  Robinson  embraced  a  differ¬ 
ent  approach— the  services  integrator  model. 

She  signed  a  deal  potentially  worth  more 
than  $1  billion  earlier  this  year,  whereby 
Xerox  and  its  outsourcing  division  (formerly 
ACS)  will  take  over  five  towers  of  IT  service, 
subcontract  some  of  the  work  to  vendors, 
including  Unisys  and  Cisco,  and  Capgemini 
will  be  the  master  service  integrator. 

It’s  an  unproven  tactic— one  outsourc¬ 
ing  provider  managing  its  real-world  com¬ 
petitors’  end-to-end  delivery.  But  Robinson 
felt  the  potential  rewards  were  worth  the 
risk.  “The  other  model— IBM  telling  IBM  what  to  do— wasn’t 
working,”  she  says.  “This  is  going  to  offer  more  flexibility 
and  visibility.  We  have  Capgemini  there  to  oversee  what’s 
working.” 


CIOs  know  that  their  websites  should  be  smartphone-friendly, 
but  admit  that  the  user  experience  is  often  mediocre 


How  would  you  rate  the  usability  of  your  organization's 
website  when  viewed  on  a  mobile  device? 


SOURCE:  CUTTER  CONSORTIUM  SURVEY  OF  60 1.T.  LEADERS,  MAY  2012 


There  is  pent-up  IT  demand 
from  customers  underserved  by 
the  previous  five  years  of  outsourc¬ 
ing.  But  “with  the  new  contract,  we 
opened  the  door  to  new  secure, 
sustainable  and  cost-effective 
technologies  like  cloud  computing, 
so  customers  don’t  have  to  wait  for 
servers  to  be  delivered,”  Robinson 
says.  “We  can  have  something  built 
in  20  minutes.” 

Successful  outsourcing  relation- 


'I  expect 

some 

hiccups. 

But  I'm  tired 
of  having 
unhappy 
customers." 

-Karen  Robinson, 

CIO,  State  of  Texas 


ships  take  longer  than  that.  Many 

have  their  eyes  on  Texas  to  see  how  this  model  works,  particu¬ 
larly  Robinson’s  public-sector  CIO  peers,  who  have  struggled 
with  IT  services  deals.  “It  could  be  a  landmark  deal  or  it  could 
be  a  disaster  because  so  much  is  unknown,”  says  Esteban  Her¬ 
rera,  COO  of  sourcing  analyst  firm  HfS  Research. 

“I’ve  gotten  lots  of  ‘Good  lucks,”’  says  Robinson.  “I  expect 
some  hiccups.  But  I’m  tired  of  having  unhappy  customers.” 

The  biggest  benefit  Robinson  is  looking  for  is  increased 
transparency  of  IT  delivery  and  improved  service.  She’ll  know 
the  new  deal  is  working,  she  days,  when  her  phone  finally  stops 
ringing. 

Stephanie  Overby  is  a  freelance  writer  based  in  Massachusetts. 
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Shift  Dollars 
to  Innovation 

CIOs  such  as  Accenture's  Frank  Modruson  are 
working  to  deliver  innovations  even  as  they 
seek  to  cut  or  hold  down  spending. 

Speaking  at  the  recent  MIT  Sloan  CIO  Sym¬ 
posium  in  Cambridge,  Mass.,  Modruson  said 
Accenture  sorts  its  IT  spending  into  two  buck¬ 
ets,  one  for  operating  expenses  and  another 
for  investments  in  IT.  Each  year,  he  urges  his 
team  to  find  ways  to  lower  operating  costs- 
such  as  cutting  the  cost  of  email-and  move 
that  money  over  to  investments. 

But  the  company  isn't  afraid  to  spend  big 
if  necessary.  Accenture  "blew  up  its  whole 
network"  in  2007,  consolidating  and  mod¬ 
ernizing  the  system.  While  the  job  cost  $100 
million,  it  paid  for  itself  in  just  a  few  years, 
Modruson  said.  The  network  improvements 
enabled  other  innovations,  such  as  the  use  of 
desktop  video  for  employee  communications. 

"Nothing  really  important  happens  in 
email,"  Modruson  said.  "We've  actually  moved 
a  lot  more  to  video  to  get  that  [personal] 
interaction." 

"Desktop  video  has  gotten  pretty  cheap," 
he  added.  "It  costs  us  less  than  a  penny  a 
minute.  It's  next  to  free.  It's  going  to  show  up 
everywhere." 

-Chris  Kanaracus 
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Pekka  Viljakainen 

Co-author  of 
No  Fear:  Business 
Leadership  in  the 
Age  of  Digital  Cowboys 


Leading  the 
Digital  Cowboys 

Young  employees  are  gadget-savvy 
and  global-minded,  so  they  require  a 
new  leadership  style  bykims.nash 


Former  management  consultant  Pekka  Viljakainen  argues  in  his  latest 
book,  No  Fear:  Business  Leadership  in  the  Age  of  Digital  Cowboys, 
co-written  with  IT  consultant  Mark  Mueller -Eberstein,  that  today’s  senior 
executives  don’t  know  how  to  lead  up -and- comers. 

What  is  a  digital  cowboy? 

A  younger  professional  with  a  more  international  and  social  out¬ 
look  than  the  supervisor,  but  who’s  a  rookie  at  leadership.  They 
use  technology  to  learn  and  to  spread  ideas.  They 
don’t  think  about  globalization;  they  assume  it. 


investing  massively  in  technology. 
You  should  never  think  of  these  coun¬ 
tries  as  developing.  And  companies 
can’t  avoid  cooperation  with  these 
countries.  Although  we’ll  see  much 
more  diversity  on  our  staff  in  terms 
of  culture,  technology  unifies  the  dif¬ 
ferent  parts  of  the  world.  A  few  years 
ago,  smartphones  were  all  different  all 
over  the  world  in  how  you  used  it,  how 
you  charged  it,  how  you  contracted  for 
services.  Now,  it’s  more  similar.  iPads 
are  used  in  the  same  way  all  over  the 
world.  Technology  spreads  a  baseline 
way  of  working. 


Social  technology  is  second  nature  to  them. 

There  has  been  a  lot  of  fuss  about  social  media 
changing  business  processes.  But  the  key  thing  for 
top  executives  all  the  way  to  CEO  is  to  find  a  way  of 
leading  socially  instead  of  being  top-down  leaders. 
Most  innovations  happen  at  the  very  front  line, 
where  people  see  clients.  CIOs  should  develop 
tools  for  executives  to  sense  what  is  going  on  there. 
Doing  this,  CIOs  can  influence  what  is  happening 
at  the  company. 


Think  about 
where  the 
future  business 
growth  is:  It's 
in  emerging 
countries 
driven  by  digital 
cowboys. 


How  can  CIOs  become  global 
talent  scouts? 


What  can  CIOs  do  better  in  working  with  digital  cowboys? 

CIOs  need  the  best  talent,  not  just  for  running  IT  but  for  making 
the  future  of  IT.  You  cannot  lead  anybody  if  they  don’t  want  to 
follow  you.  This  generation  will  follow  if  you  are  educating  them, 
adding  value  to  them,  making  them  better,  making  them  win.  The 
role  of  the  leader  is  changing  to  be  more  like  a  coach.  You  have  to 
be  interested  in  developing  people. 

What  can  we  learn  from  what's  happening  in  Russia  and  China? 

The  talent  pool  as  a  whole  is  much  more  digitally  oriented.  The 
penetration  of  iPads  and  smartphones  in  Moscow  is  much  higher 
than  in  London.  There  was  a  4G  network  there  three  years  ago. 
It  was  science  fiction  in  New  York  at  that  time.  In  China,  they’re 


Come  out  of  the  cozy  head¬ 
quarters  office  and  go  abroad. 
Think  about  where  the  future 
business  growth  is:  It’s  in 
emerging  countries  driven 
by  digital  cowboys. 

You  should  not  send  out  a 
team  from  your  department  to 
tell  these  people  how  to  think. 
Go  and  collaborate  with 
them.  Five  years  ago,  when  I 
collected  a  team  of  two  Russians,  two 
Americans,  two  Indians  and  two  Finn¬ 
ish  guys  for  a  project,  it  was  a  hassle. 
We  had  different  ways  of  working.  Now, 
if  I  were  to  take  10  people,  they’d  think 
in  much  the  same  way  about  work  and 
be  extremely  global-minded.  If  [your] 
leadership  is  not  changing  in  these 
ways,  you  will  misuse  their  talents. 

Contact  Senior  Editor  Kim  S.  Nash  at 
knash@cio.com.  Read  her  blog.  Strategic 
CIO,  at  blogs.cio.com/blog/strategic-cio. 
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Hany  Kaiser 

OPERATING  VICE  PRESIDENT 
OF  TECHNOLOGY,  HSN  DIGITAL 

Many  Kaiser  is  Operating 
Vice  President  of  Technology 
for  HSN  Digital,  the 
multichannel  retailer's 
e-commerce,  mobile  and 
social  media  platforms. 
Kaiser,  a  technology 
leader  with  more  than 
16  years  experience, 
oversees  systems  and 
application  engineering, 
digital  media  services  and 
quality  assurance,  across 
all  digital  platforms  for  the 
multichannel  retailer. 


FOR  MORE  INFORMATION: 

Visit  www.microsoft.com/sql 
and  www.hsn.com.  Also,  learn  more 
about  SQL  Server  by  downloading  a 
detailed  case  study  at  www.cio.com/ 
whitepapers/MsftSQLcase 

Microsoft 


THERE'S 


CIO 


Custom  Solutions  Group 


Meeting  the  Demands 
of  Today's  Online  Consumer 

Highly  available,  scalable  data  platform  keeps 
HSN  Digital  customers  coming  back 


For  the  digital  arm  of  multichannel  retailer 
HSN,  high  availability  isn’t  just  nice  to  have,  it’s 
a  must.  Hany  Kaiser  explains  how  the  retailer 
derives  business  value  from  having  the  right 
data  management  platform. 

Why  are  scalability  and  high  availability 
so  important  to  HSN  Digital's  business? 

A  few  years  ago,  when  browsing  the  web, 
you  could  come  across  a  “site  down  for 
maintenance”  page;  it  was  somehow  acceptable 
back  then.  Now,  consumer  behavior  in  the 
digital  space  is  changing.  People  have  much 
higher  expectations  from  an  availability 
standpoint;  they  almost  take  it  for  granted  that 
a  site  will  be  up.  So  if  your  site  isn’t  responding, 
they  will  simply  move  on.  But  it's  not  only 
about  the  loss  of  sales  opportunities,  it’s  about 
providing  a  seamless  shopping  experience 
across  all  of  our  digital  platforms  and  being 
available  to  consumers  whenever  and  however 
they  want  to  shop.  The  nature  of  our  business 
is  very  dynamic  and  although  we  usually  try, 
it  is  hard  to  predict  the  level  of  traffic  and/ 
or  velocity  of  transactions  that  we  need  to 
deal  with  and  support  on  the  backend.  I  look 
at  availability  and  scalability  as  one  integral 
requirement  that  cannot  be  divided. 

What  data  management  challenges  led 
you  to  look  at  Microsoft  SQL  Server  2012? 

Availability,  although  I  would  not  call  this  a 
challenge  per  se,  but  it  is  an  area  where  we  are 
always  thinking '  How  can  we  take  it  to  the 
next  level?’  and  increase  availability  levels  as 
online  consumer  habits  continue  to  evolve. 
The  availability  of  our  ecommerce  transaction 
database  platform  directly  drives  the 
availability  of  their  digital  business  across  HSN. 
com,  the  mobile  site  and  HSN  on  Demand®. 

What  features  of  Microsoft  SQL  Server  2012 
stood  out  most  to  you? 

The  way  Microsoft  re-introduced  the  concept 


of  database  mirroring  with  SQL  Server  2012 
AlwaysOn  has  redefined  the  landscape 
of  database  availability  and  brought  new 
dimensions  that  did  not  exist  before.  Database 
failover  in  the  new  mirrored  environment 
powered  by  SQL  Server  2012  is  much  more 
forgiving  compared  to  traditional  cluster 
failover.  We  are  used  to  maintaining  an 
average  of  40  seconds  failover  time  for  our 
ecommerce  transactional  database  cluster, 
whether  it  is  a  proactive  failover  to  conduct 
planned  maintenance  activities  or  triggered 
by  an  unforeseen  event.  While  this  has  been 
a  tremendously  fast  failover  time  compared 
to  industry  averages  given  our  size  of  traffic, 
with  Microsoft  SQL  Server  2012  AlwaysOn, 
initial  testing  has  shown  that  we  can  improve 
our  recovery  time  even  further  to  less  than  10 
seconds  across  all  of  our  digital  platforms. 

How  has  the  implementation  of  Microsoft 
SQL  Server  2012  gone  so  far? 

The  initial  phase  was  successfully  completed 
earlier  this  year ,  with  SQL  Server  2012 
powering  the  website  fonims  and  an  internal 
business-to-business  application  used  daily  by 
all  of  our  suppliers  as  the  main  communication 
channel  between  HSN  and  its  business 
partners.  We  started  with  a  database  mirror 
of  two  nodes,  with  the  goal  of  further  extending 
the  platform  to  replace  our  existing  replication 
infrastructure  with  AlwaysOn  availability 
groups.  We  plan  to  migrate  our  ecommerce 
transaction  databases  across  all  of  our  digital 
platforms  to  SQL  Server  2012  later  this  year. 

How  will  Microsoft  SQL  Server  2012  support 
your  future  growth? 

By  migrating  to  SQL  Server  2012  and  adopting 
some  of  the  new  features  around  database 
mirroring,  we  are  inherently  very  well 
positioned  to  scale  horizontally  when  we  need 
to.  I  love  the  idea  that  we  can  scale  horizontally 
by  simply  adding  a  new  node  to  the  mirror.  ■ 
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Take  the  Time  to  be  Strategic 

Write  a  blog?  Keep  a  'beer  list?  CIOs  share  unusual  tricks  for  carving  out  space  to 
think  about  competitive  advantage,  by  Madeline  weiss  and  june  drewry 


Your  day  is  already  jam-packed  and  long.  Yet 
every  pundit  says  you  need  to  be  more  stra¬ 
tegic.  How  do  you  find  the  time  to  think  stra¬ 
tegically  about  positioning  your  business  to 
gain  and  sustain  competitive  advantage? 

At  a  recent  meeting  of  the  Society  for  Information  Man¬ 
agement’s  Advanced  Practices  Council  (APC),  successful 
CIOs  shared  their  techniques  for  carving  out  time  to  think 
strategically. 

Make  it  a  habit. 

Two  APC  members  book  time  on  their  cal¬ 
endars— one  for  after  business  hours  and 
the  other  for  before  business  hours— for 
strategic  thinking.  Another  makes  sure  he 
works  offsite  at  least  one  day  per  week  to 
avoid  getting  brought  into  tactical  issues. 

One  member  uses  his  time  in  a  scheduled 
spinning  class  to  ask  himself  strategic 
questions  such  as,  “What  did  I  miss?” 

Meet  with  colleagues. 

Many  CIOs  sponsor  IT  summits  to  encourage  strategic 
thinking  among  IT  managers  and,  in  some  cases,  all  IT 
staff.  Adrian  Gardner,  CIO  of  NASA’s  Goddard  Space  Flight 
Center,  seeks  out  ideas  from  strategic  thinkers  and  makes 
sure  to  include  staff  with  less  than  two  years  of  tenure  in 
IT  strategy  sessions. 

Steve  Heilenman,  CIO  at  Computer  Aid,  holds  a  weekly 
Innovation  Friday  event,  where  he  invites  a  rotating  cadre 
of  “crazy  thinkers  and  doers.”  Several  APC  members  hold 
future  workshops  for  a  mix  of  people  representing  man¬ 
agement  and  staff  at  varying  levels,  making  sure  to  invite 
those  who’ve  had  good  ideas  in  the  past  as  well  as  some 
who  haven’t  participated  before. 

One  CIO  tells  his  direct  reports  that  they  must  balance 
three  types  of  work:  manage  today,  deliver  tomorrow,  and 
innovate  for  tomorrow.  Since  the  team  naturally  gravitates 
to  the  first  two  categories,  he  often  reminds  them  of  their 
responsibilities  in  the  third. 

Of  course,  technology  can  be  used  to  engage  colleagues, 


too.  One  APC  member  identifies  the  top  five  strategic  pri¬ 
orities  and  blogs  about  them,  with  the  whole  IT  organiza¬ 
tion  as  an  audience.  This  approach  generates  a  great  deal 
of  participation  and  gets  the  entire  department  engaged. 

Other  techniques:  Schedule  three  meetings  a  week  with 
colleagues  outside  IT  to  learn  what  they’re  thinking.  Take 
business  leaders  out  to  dinner  regularly  to  get  their  ideas 
and  learn  their  pain  points.  And  keep  a  “beer  list”— ideas 
for  the  future  that  are  explored  at  the  bar. 

Seek  outside  perspectives. 

Attend  association  meetings  with  great 
speakers,  establish  networks  of  CIO  peers, 
and  cultivate  relationships  with  what  one 
CIO  calls  “deep-thinker  organizations.” 
Although  think  tanks  and  universities 
fit  this  category,  several  APC  members 
emphasize  the  value  of  connecting  with 
venture-capital  firms,  too. 

Simon  Gauthier,  CIO  of  the  Inter-Amer¬ 
ican  Development  Bank,  engages  a  George¬ 
town  University  professor  as  the  facilitator  of  his  quarterly 
strategy  meetings  to  ensure  he  gets  outside  perspectives. 
And  the  professor  brings  along  a  student,  because  students 
“believe  everything  is  possible.” 

Other  techniques  for  gaining  new  perspectives  include 
regular  visits  to  external  customers  and  serving  on  local 
nonprofit  boards. 

Putting  it  all  together. 

First,  adopt  the  practices  that  fit  your  personality  and  life¬ 
style.  If  thinking  alone  doesn’t  work  for  your  extroverted 
personality,  don’t  fight  it.  Second,  you  can’t  possibly  have 
all  the  strategic  answers.  Enlist  a  wide  network  of  insiders 
and  outsiders  to  provide  fresh  insights— and  to  challenge 
your  thinking.  Third,  find  ways  to  push  yourself  out  of  your 
comfort  zone. 


Madeline  Weiss  is  director  of  the  Society  for  Information  Man¬ 
agement's  Advanced  Practices  Council  (APC).  June  Drewry  is  for¬ 
mer  CIO  of  Chubb  and  a  contributing  adviser  to  the  APC. 


Enlist  a  wide 
network  of 
insiders  and 
outsiders-even 
crazy  thinkers'- 
to  get  fresh 
insights  and 
to  challenge 
your  thinking. 
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With  a  1&1  Dynamic  Cloud  Server,  you  can 
change  your  server  configuration  in  real  time. 

■  Independently  configure  CPU,  RAM,  and  storage 

■  Control  costs  with  pay-per-configuration  and  hourly  billing 

■  Up  to  6  Cores,  24  GB  RAM,  800  GB  storage 

■  2000  GB  of  traffic  included  free 

■  Parallels®  Plesk  Panel  10  for  unlimited  domains,  reseller  ready 

■  Up  to  99  virtual  machines  with  different  configurations 


1&1  DYNAMIC  CLOUD  SERVER 

3  MONTHS 

FREE! 

Base  Configuration,  Starting  at  $49.99/month 


NEW:  Monitor  and  manage  your  cloud 
server  through  1&1  mobile  apps  for  Android1 
and  iPhone®. 
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operational  excellence 


Mapping  Mobile  Apps 


Five  tips  for  better  business  process  management 
in  an  era  of  social  computing  by  kim  s.  nash 

As  mobile  devices  and  social  media  put  down  ever  deeper  roots  in  IT,  businesses  are  seeing 
big  changes  in  how  employees  do  their  jobs  and  how  customers  interact  with  them,  in  addition 
to— ideally— using  the  technologies  to  find  new  revenue  streams. 

But  problems  crop  up  when  companies  fail  to  adapt  old  business  processes  to  these  new  ways 
of  conducting  business.  Business  process  management  (BPM)  isn’t  a  write-once,  use-forever  task, 
and  CIOs  should  work  continuously  with  non-IT  colleagues  to  improve  and  update  value-creating 
processes,  says  management  consultant  Andrew  Spanyi.  “The  M  is  always  missing  in  ‘BPM,’”  he 
says.  Here,  Spanyi  and  other  BPM  experts  give  advice  on  re-framing  BPM  projects  for  today’s 
technology  environment: 

1LOOK  OUTSIDE  THE  I.T.  DEPARTMENT.  IT  must  understand  existing  business  processes. 
How  do  products  and  services  flow  out?  How  does  money  come  in?  Reading  a  manual  ■  ►  ► 


JULY  1,  2012  www.cio.com 


MAGES  BY  THINKSTOCK,  PHOTO  COLLAGE  BY  TERRI  HAAS 


Unemployment 


Global  CIO 


THE 

FUTURE-*, 
STATE  CtO 


Divisional  CIO 


IT  Director 


ii 

'"S '  1 

Bn  1 

L  -U 

Has  Your  CIO  Journey  Reached  Its 

Ultimate  Destination? 


»  Define  the  future  of  the  CIO  position 
»  Bring  more  value  to  the  enterprise 
»  Influence  CEO  expectations 
»  Develop  team  business  sensibility 
»  Cultivate  an  external  business  focus 
»  Prepare  for  leadership  beyond  IT 

The  Future-State  CIO®:  Know  Your  Next  Move 

Visit:  council.cio.com/CIOFS 
Call:  +1  508.766.5696 
Email:  cec_info@cio.com 

Powered  by 

CIO  Executive  Council 

Leaders  Shaping  the  Future  of  Business 


Don’t  sit  back  and  let  the  future  happen  to  you;  be  part  of  determining 
and  defining  your  destination.  Join  with  your  fellow  business  IT  leaders 
in  the  CIO  Executive  Council  as  we: 


►  ►  BPM  Continued  from  Page  22 


isn’t  good  enough,  says  Bob  Scott,  SVP  and  leader 
of  BPM  Global  Service  Line  at  Capgemini.  “People 
have  relationships  with  other  people  and  have  dif¬ 
ferent  information  sources  that  they  didn’t  have 
when  the  process  was  [first]  created.”  Ask  people 
to  help  you  draw  out  how  it  really  works. 

2  GO  BIG.  Most  BPM  work  occurs  on  a  small 
scale,  in  departments,  and  is  done  by  business 
analysts.  The  most  effective  BPM  work,  however, 
happens  at  a  companywide  level,  led  by  CIOs  and 
peer  executives  together,  Spanyi  says. 


3  SEIZE  THE  DAY.  As  companies  create  mobile 
applications  for  employees  and  customers,  the 
IT  group  should  grab  the  chance  to  suggest  ways  to 
streamline  the  business  process  at  hand,  says  Bern 
Elliot,  an  analyst  at  Gartner.  For  example,  if  an  app 
lets  sales  staff  place  orders  using  iPads  as  they  sit 
with  customers,  perhaps  the  company  can  change 
the  fulfillment  process  to  show  inventory  and  esti¬ 
mated  delivery  dates  in  real  time.  Rearranging 
those  processes  gives  customers  information  they 
used  to  have  to  wait  for  or  sometimes  didn’t  get  at 
all,  Elliott  says.  That’s  a  better  customer  experience. 


4  BEWARE  OF  SOCIAL  MEDIA.  Talking  with 
customers  on  social  networks  adds  a  new  and 
complicated  web  of  interactions  outside  traditional 
processes.  IT  must  account  for  that  information, 
feeding  it  to  internal  systems  when  it  will  be  use¬ 
ful,  Scott  says.  To  figure  out  how,  CIOs  should  try 
to  conduct  business  with  their  own  companies 
through  these  channels.  “Understand  what  the 
experience  is  like  for  the  customer,”  he  says,  and 
you’ll  know  where  existing  business  processes  are 
breaking  down. 

5  FIND  THE  FUNDING.  IT  might  face  stony 
faces  in  the  finance  department  when  trying 
to  get  BPM  projects  approved.  When  other  proj¬ 
ects  vying  for  cash  promise  to  bring  in  new  rev¬ 
enue  or  reach  more  customers,  making  the  case  is 
tough.  Try  to  estimate  the  value  of  soft  benefits,  says 
Nicholas  Kitson,  Capgemini’s  head  of  BPM  for  the 
financial  services  industry.  They  include  increased 
customer  satisfaction  and  more  efficient  employees 
who  need  less  training. 


Contact  Senior  Editor  Kim  S,  Nash  at  kna5h@cio.com. 
Read  her  blog,  Strategic  CIO,  at  blogs.cio.com/blog/ 
strategic-cio. 
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When  Web  Apps  Are  Best 

BY  TOM  KANESHIGE 


The  American  National  Insurance  Company 

(ANICO)  had  50,000  independent  agents  and 
1,200  on-staff  agents  selling  services  in  the  field 
and  wanted  an  app  that  could  bring  customer 
information  to  their  mobile  devices.  Feature-rich 
native  apps  for  all  the  major  platforms  would  be  too  costly  to 
develop,  so  the  small  IT  staff  hit  upon  a  more  realistic  option:  a 
mobile  Web  app. 


What  They  Did:  With  the  help  of  IBM  software  and  solutions 
provider  Streebo,  ANICO  developed  a  basic  app  that  field  agents 
could  access  via  a  Web  browser  on  practically  any  mobile  device. 
The  app’s  single  function  is  to  serve  up  customer  information 
sized  for  different  mobile  screens,  such  as  the  iPhone  and  iPad. 

It  took  only  eight  weeks  to  develop. 

"We  don't  have  the  resources  to  develop  native  apps; 

[they're]  a  lot  harder  to  maintain,"  says  Deanna  Walton,  assis¬ 
tant  vice  president  responsible  for  field  systems  at  ANICO.  She 
adds,  "a  mobile  Web  app  is  more  attractive  because  you  don't 
have  those  security  concerns," 

The  app  launched  in  early  February  with  little  fanfare,  The 
idea  was  to  roll  it  out  gradually.  On  the  first  day,  100  agents 
signed  up.  At  the  next  agent  conference,  agents  asked  for 
more  functions,  Since  then,  use  of  the  app  has  doubled. 

What's  Next:  Walton  and  her  team  are  now  working  on 
adding  more  tools  to  the  app-for  example,  access  to  rate 
sheets,  quotes  and  pending  case-status  information.  But 
agents  probably  won't  be  able  to  sync  calendars  and  contacts  or 
use  the  camera  within  the  app  because  mobile  Web  apps  tend 
not  to  play  well  with  a  mobile  device's  native  resources, 

But  Walton  contends  that  the  mobile  Web  app  approach 
arms  ANICO  with  information  for  future  mobile  app  strategy 
and  development.  That  lesson  may  pay  off  soon,  because  often 
once  the  sales  staff  gets  a  taste  of  bring-your-own-device 
empowerment,  they  want  more  functionality  quickly, 

ANICO  is  already  better  prepared  to  provide  those  capabili¬ 
ties.  Before  the  Web  app,  the  company  didn't  know  which 
devices  independent  field  agents  used.  Now  logs  and  metrics 
from  the  mobile  site  have  made  it  clear  that  iPhones  are  the 
most  popular,  followed  by  Android  devices  and  iPads. 

Knowing  what  devices  are  used  most  means  Walton  can 
direct  her  limited  development  resources  to  those  platforms. 
She  can  also  get  a  feel  for  what  the  fallout  may  be  if  she 
doesn't  invest  in  development  for  other  platforms. 

"Down  the  road,  I  can  see  us  writing  a  hybrid  or  native  app," 
she  says.  "We  can  leverage  the  code  we  have  today." 


Contact  Senior  Online  Writer  Tom  Kaneshige  at  tkaneshige@cio.com. 
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Bruce  Dahlgren 

SENIOR  VICE  PRESIDENT 
OF  MANAGED  SERVICES, 
PRINTING  AND  PERSONAL 
SYSTEMS  GROUP,  HP 

Under  Dahlgren's  leader¬ 
ship,  HP  has  grown  to 
become  the  recognized 
industry  leader  in  Man¬ 
aged  Print  Services  (MPS). 
Dahlgren  and  his  team  lead 
the  printing  group's  global 
enterprise  business  strategy 
and  are  focused  on  driving 
a  comprehensive  managed 
services  capability  across 
the  entire  printing  and  per¬ 
sonal  systems  portfolio.  He 
holds  a  bachelor's  degree 
and  a  Master  of  Business 
Administration  from  Stetson 
University,  and  is  a  graduate 
of  the  Wharton  Executive 
Education  Program. 


FOR  MORE  INFORMATION 

Download  an  HP  white  paper  at: 

www.cio.com/HPWhitePaper 
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Managed  Print  Services 

Uncover  new  opportunities  to  drive 
business  growth 


How  does  Managed  Print  Services 
(MPS)  specifically  address  today's  top 
business  and  IT  challenges  from  the 
CIO's  perspective? 

While  the  market  conditions  continue  to  be 
intense,  the  needs  of  business  have  evolved. 
It’s  not  just  “take  cost  out  and  get  through  the 
storm”;  it’s  really  “take  cost  out  and  find  ways 
to  reinvest  to  grow  and  be  more  productive.” 
MPS  is  designed  to  help  businesses  achieve 
these  goals. 

Companies  can  save  up  to  30  percent  in 
imaging  and  printing  costs  through  MPS— 
savings  which  can  be  reinvested  in  other 
areas.  And  MPS  helps  speed  up  the  business 
by  making  employees  more  productive. 

It  also  helps  companies  to  provide  better 
customer  service.  And  the  more  efficient  you 
are  at  addressing  customer  needs,  the  more 
apt  they  are  to  come  back. 

Mobile  printing  is  a  great  example  of  the 
benefits  of  MPS.  Workers  need  to  be  produc¬ 
tive  whether  in  the  office,  at  home  or  travel¬ 
ing.  I  can’t  tell  you  how  many  times  I  have 
been  on  the  road  and  needed  to  print  for  a 
meeting.  The  ability  to  print  from  my  mobile 
device  to  a  network  printer  or  a  public  print 
location,  like  FedEx  Office  or  The  UPS  Store, 
has  helped  me  close  deals. 

Understanding  when  print  is  critical  and 
when  digital  can  take  the  lead  is  important 
because  all  businesses  have  a  blended 
model.  In  fact,  in  the  enterprise  environ¬ 
ment  the  great  majority  of  processes  are  still 
paper-based.  MPS  provides  visibility  and 
a  clear  understanding  of  your  most  critical 
processes  so  you  can  make  informed  deci¬ 
sions  that  drive  increased  productivity. 

What  should  enterprise  customers  look 
for  in  an  MPS  partner? 

A  proven  MPS  partner  is  crucial.  HP  has 
been  recognized  by  customers  and  top 
industry  analysts  for  not  only  our  portfolio 
but  also  our  leadership  and  completeness 
of  vision.  System  integration  capabilities 


and  experts  that  are  specific  to  your  field  are 
important  as  well. 

Automated  processes  are  another  key  as¬ 
set  to  look  for.  Enhanced  management  tools 
like  HP’s  Smart  Decision  Suite  allow  you 
to  analyze,  report,  and  predict  the  needs  of 
your  devices,  drastically  reducing  the  need 
for  onsite  labor-based  intervention.  Manag¬ 
ing  devices  proactively  reduces  labor  costs  so 
you  can  resolve  the  simplest  issues  without 
downtime.  IT  doesn’t  manage  PCs  by  send¬ 
ing  a  technician  every  time  a  worker  has  an 
issue— they  leverage  the  network.  Printers 
should  be  managed  the  same. 

As  MPS  evolves,  debates  around  whether 
the  focus  should  be  on  print,  the  document, 
or  workflow  have  also  emerged.  I  would  sug¬ 
gest  that  it’s  all  of  the  above  and  more.  Infor¬ 
mation  is  the  lifeblood  of  the  enterprise.  This 
includes  paper,  digital  documents,  audio/ 
video  files,  web  pages,  email,  SMS  and  more. 

Businesses  need  to  be  able  to  capture, 
connect  and  communicate  information- 
independent  of  source,  type,  channel  or 
location— and  build  more  productive  and 
profitable  relationships  with  employees, 
partners  and  customers.  An  MPS  partner 
can  help  you  manage  information  and 
relationships. 

How  can  an  IT  leader  get  started  with  an 
MPS  initiative? 

To  start  with,  you  need  to  select  a  proven 
partner  with  a  complete  portfolio,  service 
expertise,  and  proven  processes— such  as 
HP.  With  us,  the  next  step  is  to  sit  down  and 
understand  your  business  goals.  Using  HP 
Smart  Decision  Suite  we  then  capture  the 
most  accurate  snapshot  of  your  current 
environment  and  assess  opportunities  for 
improvement.  Working  together,  we  design 
the  ideal  blueprint  and  deploy  the  right  solu¬ 
tions.  It’s  that  easy. 

Finally,  don’t  delay.  There  are  real  savings  and 
proven  productivity  gains  with  HP  MPS.  ■ 
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Branching  Out 

Cisco,  known  mostly  as  a  networking  company, 
moves  aggressively  into  unified  computing 
for  data  centers  by  Stephen  lawson 

THE  PITCH 

Since  its  introduction  in  2009,  Cisco  Systems'  Unified  Computing  System 
(UCS)  has  become  the  driving  force  behind  the  company's  data-center 
strategy  and,  by  some  measures,  has  grabbed  third  place  in  the  world¬ 
wide  blade-server  market.  That's  a  remarkable  record  for  the  first  foray 
into  computing  by  a  company  that's  synonymous  with  networking. 

UCS  combines  servers,  virtualization,  networking  and  management 
software  into  a  single  package.  Cisco  now  claims  11,000  customers 
and  $1.3  billion  in  annual  revenue  for  UCS,  but  it's  not  standing  still. 
In  March,  along  with  introducing  a  new  generation  of  blades  based 
on  Intel's  Xeon  E5-2600  processors,  the  company  expanded  its  lineup 
of  rack-mounted  servers  and  doubled  the  switching  capacity  of  the 
fabric  interconnect  that  links  UCS  servers.  In  the  second  half  of  the 
year,  Cisco  plans  to  make  its  UCS  Manager  software  control  multiple 
UCS  domains-up  to  tens  of  thousands  of  servers  in  an  organization. 


THE  CATCH 

Though  UCS  has  grabbed  about  14 
percent  of  global  blade-server  sales, 
most  servers  are  larger  rack-mounted 
units,  so  Cisco  only  has  about  4  per¬ 
cent  of  the  whole  market,  according 
to  Gartner  analyst  Andrew  Butler. 
On  the  other  end,  blades  are  starting 
to  get  squeezed  by  the  popularity  of 
“skinless”  servers,  which  are  simpler 
and  less  expensive  than  a  blade,  and 
which  Cisco  doesn’t  yet  make. 

Moreover,  in  many  IT  shops, 
established  players  such  as  Hewlett- 
Packard  and  IBM  are  too  deeply 
entrenched  for  Cisco  to  break  in,  But¬ 
ler  says.  “Unless  something  bizarre 
happens,  Cisco’s  future  growth  does 
start  to  become  constrained,”  he  says. 

The  company’s  server  strategy 
is  aimed  at  making  the  whole  of  its 
architecture  more  valuable  than  its 


pieces.  This  helps  the  company  set 
itself  apart  and  avoid  competing  with 
commodity  products  based  on  price, 
says  David  Yen,  senior  vice  president 
and  general  manager  of  the  compa¬ 
ny’s  data  center  group.  Skinless  serv¬ 
ers  are  on  Cisco’s  road  map,  but  only 
in  the  long  term.  As  for  rack- mounted 
systems,  Cisco  wants  to  make  them 
as  economical  and  easy  to  manage  as 
blade  servers,  Yen  says. 

THE  SCORE 

As  Cisco  moves  into  the  data  center, 
it’s  going  down  a  different  path  from 
some  of  the  bellwethers  of  large-scale 
computing.  UCS  servers  are  designed 
to  fit  into  modules  that  can  be  com¬ 
bined  to  form  a  very  large  data  cen¬ 
ter.  Through  fabric  interconnects  and 
overarching  management  software, 
Cisco  can  make  those  modules  man- 


Cisco 
Systems 

Headquarters:  San  Jose,  Calif. 

Employees:  63,870 
2011  Revenue:  $432  billion 
CEO:  John  Chambers 

What  They  Do:  Cisco  is  the 
largest  vendor  of  networking 
equipment  for  enterprises  and 
service  providers.  It  has  also 
branched  out  into  other  areas, 
including  servers,  video  and 
collaboration. 


ageable  with  a  single  set  of  policies, 
Yen  says.  Cisco’s  approach  is  differ¬ 
ent  from  that  used  by  public-cloud 
giants  such  as  Google  and  Amazon, 
which  expand  a  single-layer  architec¬ 
ture  to  a  massive  scale.  But  for  most 
enterprises,  Cisco’s  approach  is  bet¬ 
ter  for  manageability  and  incremental 
growth,  Yen  says. 

Cisco’s  aggressive  approach  to  the 
market  helped  to  sell  one  CIO  on  UCS 
as  a  long-term  bet.  “They  pointed  at 
the  big  guys  and  said,  ‘We’re  com¬ 
ing  at  you,”’  says  George  Reed,  CIO 
at  travel  insurance  company  Seven 
Corners.  UCS  blades  replaced  a 
data  center  full  of  desktop  servers 
at  Seven  Corners,  where  they’ve 
helped  the  company  calculate  the 
risk  of  new  types  of  insurance  poli¬ 
cies  more  quickly,  Reed  says.  And  he 
says  Cisco’s  support  is  either  better  or 
cheaper  than  support  from  the  other 
big  server  makers. 


Stephen  Lawson  is  a  senior  U.S.  corre¬ 
spondent  with  IDG  News  Service. 
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Danny  Wirtz 

SENIOR  VICE  PRESIDENT, 
WIRTZ  BEVERAGE  GROUP 


Danny  oversees  the  company's  core 
functions  of  commercial  strategy,  IT, 
operations,  training  and  human  resources. 
He  also  plays  a  leading  role  in  Wirtz 
Beverage  Group's  supplier  relations  and 
strategic  initiatives  to  foster  growth  and 
innovation.  Additionally,  he  offers  insight 
and  coordination  of  business  strategies  to 
the  Wirtz  Corporation  family  of  companies. 


Glen  Hoch 

VICE  PRESIDENT  OF  BUSINESS 
DEVELOPMENT,  WIRTZ  BEVERAGE  GROUP 


Glen  most  recently  served  as  interim 
CIO  during  Wirtz  Beverage  Group's  CIO 
search.  He  has  been  ERP  project  lead 
for  the  corporation.  Over  Glen's  19-year 
career  with  Wirtz  Beverage  Group,  he 
has  filled  high-level  positions  in  sales, 
trade  development,  finance,  strategy 
and  IT.  His  role  will  soon  shift  to  focus 
on  the  company's  expansion  efforts. 


FOR  MORE  INFORMATION: 

Visit  www.microsoft.com/dynamics 
and  www.wirtzbeveragegroup.com.  Down¬ 
load  the  white  paper  Dynamic  Business  at 
www.cio.com/whitepapers/msft.dynamics 
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Wirtz  Beverage:  Drinking 
in  ERP  Success 


Wirtz  Beverage  Group  executives  Danny 
Wirtz  and  Glen  Hoch  explain  how  Microsoft 
Dynamics'  integrated,  seamless  environment 
eases  the  burden  in  the  highly-regulated  world 
of  alcohol  beverage  distribution. 

Tell  us  about  Wirtz  and  how  industry 
changes  have  affected  growth. 

Wirtz:  We  first  got  into  the  alcohol  beverage 
distribution  business  in  the  1940s  when  there 
were  a  lot  of  small  family  distributorships. 

Over  the  past  few  years,  the  industry  has 
consolidated.  All  of  our  companies  had  been 
named  differently,  but  are  now  assembled 
under  the  Wirtz  Beverage  banner.  Between 
2007  and  2012,  we  nearly  doubled  our 
business  to  around  $2  billion  and  today  we 
move  more  than  40,000  unique  products  to 
more  than  45,000  customers  each  year.  Ranked 
sixth  in  the  industry,  we  work  with  some  of  the 
largest  wine  and  spirit  suppliers  in  the  world. 

How  does  consolidation  complicate  alcohol 
beverage  distribution? 

Hoch:  There  are  a  lot  of  regulations  in  this 
industry.  First  and  foremost,  we  cannot  cross 
state  lines  with  alcohol  so  all  inventory  must 
be  held  in  state.  This  alone  adds  a  layer  of 
technology  and  distribution  logistics.  Also, 
no  two  states’  regulations  are  alike,  yet  as  a 
wholesaler  we  must  comply  with  all  of  them. 

How  does  the  Microsoft  Dynamics 
platform  relieve  some  of  this  pressure? 
Wirtz:  We  used  to  be  highly  decentralized 
with  each  business  running  its  own  legacy 
system.  Even  if  two  companies  had  the  same 
platform,  they  would  customize  it  differently. 

Hoch:  Now  we’ve  converted  five  companies 
operating  in  five  states  —  Illinois,  Iowa, 
Minnesota,  Nevada  and  Wisconsin  —  with  five 
unique  product  masters  into  one  Microsoft 
Dynamics  AX  implementation  for  consistent 
data  collection,  tracking  and  reporting. 

On  the  finance  side,  we’ve  automated 
our  pricing,  our  charge-back  system  with 


suppliers,  and  other  key  processes  that 
ultimately  make  us  more  efficient  and  put 
more  to  the  bottom  line.  With  all  companies 
on  the  same  chart  of  accounts,  we  have  real¬ 
time  visibility  of  gross  profit  on  all  of  our 
transactions. 

Are  there  other  factors  that  led  you  to 
Microsoft  Dynamics  AX? 

Hoch:  Our  sales  representatives  go  into  the 
field  and  gather  orders  from  7:00  a.m.  until 
5:00  p.m.  and  delivery  on  those  orders  starts 
early  the  next  day  The  ordering,  pricing, 
warehouse  and  delivery  logistics  must  work 
seamlessly.  For  instance,  some  products  have 
mandatory  cash-on-delivery  rules.  We  cannot 
drop  off  a  product  if  they  do  not  pay  so  the 
system  has  to  be  up  to  date  and  accessible 
with  that  information.  We've  integrated  our 
pricing  module,  purchasing  system  and 
warehouse  management  application  into 
Microsoft  Dynamics  AX.  This  hub-and-spoke 
model,  where  all  data  flows  through  Microsoft 
Dynamics  AX,  provides  an  aggregated  view. 

What's  next? 

Wirtz:  We  are  developing  a  clean  and 
standardized  set  of  data,  including  more 
than  50  product  attributes,  to  feed  into 
business  intelligence  tools.  The  first  30  to  60 
days  after  a  new  product  launch  are  critical. 
With  Microsoft  Dynamics  and  the  business 
intelligence  it  provides,  we’ll  get  hourly 
updates  on  how  brands  are  performing  so 
we  can  quickly  adjust  orders.  Our  three- 
year  vision  is  to  catapult  the  company  to 
the  forefront  of  the  beverage  distribution 
business.  We  never  could  have  entertained 
this  idea  with  our  legacy  systems.  But  with 
Microsoft  Dynamics  AX  as  the  foundation, 
we  are  ready  to  innovate,  develop  new 
competitive  advantages  and  support  new 
partnerships  through  integration.  We  also 
plan  to  implement  Microsoft  Dynamics  AX 
across  our  parent  organization,  Wirtz  Corp., 
including  banking,  real  estate  and  insurance.  ■ 


LEGAL  AFFAIRS 

Personal  Devices  Get  Political 

Bring-your-own-device  programs  require  clear  policies  that  spell  out  what 
happens  to  personal  data  by  tom  kaneshige  and  mitch  betts 


What  happens  if  the  IT  staff  needs 
to  get  some  corporate  data  from  an 
employee’s  personal  iPad  and  stum¬ 
bles  across  child  pornography  else¬ 
where  on  the  device? 

Did  the  IT  team  have  permission  to  conduct  e-discovery 
on  personal  data?  Is  the  team  obligated  to  call  law  enforce¬ 
ment?  Would  the  finding  be  admissible  in  court?  Were  the 
employee’s  privacy  rights  violated?  Was  the  company’s 
bring-your-own-device  (BYOD)  policy  clear  about  which 
parts  of  the  device  could  be  searched? 

Welcome  to  the  foggy  world  of  BYOD,  where  the  blend¬ 
ing  of  personal  and  work  lives  on  a  single  device  opens  up 
a  host  of  legal  issues.  “It’s  a  slippery  slope”  that  lacks  clear 
legal  guidelines,  says  Ben  Tomhave,  principal  consultant 
at  LockPath,  a  vendor  of  governance,  risk  and  compliance 
software.  He’s  also  incoming  co-chairman  of  the  American 
Bar  Association’s  information  security  committee. 

Tomhave  offers  another  scenario:  Suppose  the 
employee  is  terminated  and  the  company  remotely  wipes 
his  iPad,  which  deletes  personal  data.  Is  the  company  cul¬ 


pable?  “You’ve  got  to  make  sure  policies  and  legal  agree¬ 
ments  clearly  articulate  the  expectation,”  Tomhave  says. 

Brian  Jackson,  an  attorney  at  Fisher  and  Phillips,  a 
law  firm  that  represents  employers,  says  the  BYOD  pol¬ 
icy  needs  to  be  clear  about  who  owns  the  device  and  what 
information  the  company  can  search,  view  and  wipe. 

For  example,  the  policy  could  require  employees  to 
back  up  personal  data  (such  as  on  a  home  PC  or  cloud  stor¬ 
age)  and  then  explicitly  state  that  the  company  will  wipe 
those  areas  clean  if  the  device  is  lost  or  stolen. 

If  a  BYOD  dispute  goes  to  court,  the  company  should  be 
able  to  show  that  the  “employee  walked  in  with  eyes  wide 
open,”  Jackson  says,  so  the  employee  can’t  say,  “I  had  no 
idea  they’d  erase  my  baby  pictures.” 

Companies  also  need  a  policy  for  disciplining  employ¬ 
ees  who  don’t  comply  with  BYOD  rules,  Jackson  says.  The 
discipline  might  range  from  ending  the  employee’s  partici¬ 
pation  in  the  BYOD  program  to  termination. 


Tom  Kaneshige  is  a  seniorwriterforCIO.com.  Mitch  Betts  is 
executive  editor  of  CIO  magazine. 
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Boards  Are 
'Clueless'  About 
Cybersecurity 

For  many  boards  of  directors  in  criti¬ 
cal  industries,  cybersecurity  is  less 
than  an  afterthought.  It's  barely 
even  a  thought. 

That's  a  key  finding  of  "Gover¬ 
nance  of  Enterprise  Security:  CyLab 
2012  Report,"  a  global  study  by 
Carnegie  Mellon  CyLab  and  security 
vendor  RSA.  The  survey  of  108  cor¬ 
porate  board  members  and  senior 
executives  found  that  71  percent  of 
the  boards  rarely  or  never  review 
privacy  and  security  budgets,  79 
percent  rarely  or  never  review  secu¬ 


rity  roles  and  responsibilities,  and 
64  percent  rarely  or  never  review 
top-level  security  policies. 

Boards  of  directors  are  essentially 
"clueless"  about  cybersecurity,  even 
in  industries  such  as  energy  and 
utilities  that  manage  critical  infra¬ 
structure,  says  Jody  Westby,  CEO  of 
Global  Cyber  Risk  and  the  author  of 
the  CyLab  report. 

"When  asked  whether  their  orga¬ 
nizations  were  undertaking  six  best 
practices  for  cyber-governance,  the 
energy/utilities  sector  ranked  last 
for  four  of  the  practices  and  next  to 
last  for  the  other  two,"  Westby  wrote 
in  a  blog  post. 

"What  is  disturbing  about  these 
findings  is  that  the  energy/utilities 
sector  is  one  of  the  most  regulated 


industry  sectors  and  one  of  the  most 
important  to  business  continuity," 
Westby  says. 

The  consequences  of  a  data 
breach  include  shareholder  lawsuits 
for  failure  to  protect  the  assets  and 
government  sanctions  for  compli¬ 
ance  failures. 

One  expert  blames  IT  security 
chiefs  for  failing  to  communicate  the 
risks.  "CEOs  and  boards  are  business 
people.  Too  frequently,  infosec  pro¬ 
fessionals  speak  in  terms  of  threats 
or  vulnerabilities  or  technology. 

They  need  to  learn  to  speak  in  terms 
that  business  leaders  understand, 
and  the  one  thing  they  understand 
is  risk,"  says  Mark  Baldwin,  principal 
researcher  at  InfosecStuff. 

-  Taylor  A  rmerding 
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Mining  the  Call  Center  s  Gold 

Corporate  contact  centers  are  an  ideal  place  to  deploy  big  data 
analytics  to  gauge  customer  sentiment  by  Stephanie  overby 


There  may  be  no  cor¬ 
porate  function  that 
produces  more  data 
than  the  corporate  call 
center.  “Every  con¬ 
tact  is  counted,  routed,  measured 
and  scored.  Agent  performance 
is  actively  measured,”  says  Tony 
Filippone,  analyst  at  HfS  Research. 
“Other  key  process  owners,  like 
finance  and  accounting,  wish  their 
data  was  as  rich.” 

In  the  past,  much  of  the  analysis 
of  the  data  gathered  from  the  contact 
center  has  been  quantitative— calls 
received,  average  hold  time,  call 
length,  resolution  rate.  “Over  time, 
companies  added  more  sophisticated 
workforce-management  tools...but 
the  data  collected  was  agent  per¬ 
formance-  and  efficiency-related,” 
says  John  Magliocca,  a  consultant  at 
Information  Services  Group. 

Digging  Deeper 

That’s  beginning  to  change.  Corpo¬ 
rate  call  centers  are  embracing  new 
analytic  tools  to  dig  deeper  into  the 
big  data  they  generate. 

There  are  a  number  of  business 
factors  driving  the  change,  says  Filip¬ 
pone.  Contact  center  agents  are  being 
asked  to  handle  a  wider  breadth  of 
issues  from  more  channels,  includ¬ 
ing  social  media  and  online  forums. 
“This  requires  more  advanced  skills, 
better  training,  and  great  real-time 
guidance,”  Filippone  says. 

At  the  same  time,  companies 
disappointed  with  the  quality  of  off¬ 
shored  call  centers  are  looking  for 
new  ways  to  cut  costs. 

Some  of  the  most  interesting 
software  being  implemented  today 
attempts  to  take  unstructured  voice 


recordings  and  analyze  them  for  con¬ 
tent  and  sentiment. 

“There  have  been  efforts  under¬ 
way  to  put  contact  data  to  work  to 
best  understand  the  current  mood 
of  the  customer  and  other  informa¬ 
tion  that  can  immediately  mold  cli¬ 
ent  strategy  and  direction  [for  some 
time],”  says  Magliocca.  “But  until 
recently,  the  systems  were  not  robust 
and  the  information  wasn’t  useful.” 
These  tools  could  enable  the  call- 
center  professional  to  understand 
what’s  really  bugging  his  next  con¬ 
tact  before  he  even  says  hello. 


“Companies  are  applying  text  and 
sentiment  analysis  to  this  unstruc¬ 
tured  data,  and  looking  for  patterns 
and  trends,”  says  Deepak  Advani, 
vice  president  of  predictive  analyt¬ 
ics  at  IBM,  which  has  implemented 
its  Text  Analysis  and  Knowledge 
Mining  tool  at  its  own  call  centers. 
The  software  analyzes  agent  records, 
identifies  customer  concerns,  high¬ 
lights  trends  and  patterns,  and  has 
early-warning  capabilities. 

“Many  companies  are  integrating 
this  call-center  data  with  their  trans¬ 
actional  data  warehouse  to  reduce 
customer  churn,  and  drive  upsell 
and  cross-sell  [activity],”  Advani 
says.  “Call  center  logs  can  provide 
invaluable  insight  on  what  custom¬ 
ers  were  calling  about,  and  can  also 
provide  insights  for  future  product 
requirements.” 


Most  contact  center  operators— 
traditional  vendors  like  TeleTech, 
Teleperfomance  and  Aegis,  as  well 
as  newer  cloud-based  providers  like 
RightNow  and  Kana— are  adding 
call-center  analytics  that  combine 
real-time  and  historical  data  to  iso¬ 
late  revenue-related  calls,  identify 
agent  best  practices  and  predict  root 
causes  of  customer  dissatisfaction, 
says  Magliocca. 

Machine  learning  (a  form  of  arti¬ 
ficial  intelligence)  also  has  the  poten¬ 
tial  to  revolutionize  the  call  center  in 
the  years  to  come.  Everyone  who’s 


ever  called  a  help  line  has  a  horror 
story  of  being  stuck  in  some  seventh 
level  of  interactive  voice  response 
(IVR)  hell. 

“Being  able  to  respond  to  cus¬ 
tomer  requests  in  an  automated 
manner,  but  without  disagreeable 
and  confusing  IVRs,  could  be  a  huge 
boon  for  companies,”  says  Filippone. 
“Products  like  IBM’s  Watson  could 
one  day  replace  traditional,  linear- 
thinking  IVRs.” 

ISG’s  Magliocca  is  also  keeping  an 
eye  on  e-learning  systems  that  could 
proactively  determine  a  call-center 
employee’s  biggest  professional  dif¬ 
ficulties  by  analyzing  her  responses 
to  customer  inquiries  and  then  sug¬ 
gesting  appropriate  training. 


Stephanie  Overby  is  a  freelance  writer 
based  in  Massachusetts. 


These  tools  could  enable  the  call- 
center  professional  to  understand 
what's  really  bugging  his  next  contact 
before  he  even  says  hello. 
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Our  tangled  mess  of  technology 
hurts  business  agility  and  the  bottom  line, 
It's  time  for  a  war  on  complexity. 

BY  KIM  S.  NASH 


No  company  sets  out 

to  create  convoluted  processes  sup¬ 
ported— sometimes  thwarted— by 
layers  of  overly  complicated  tech¬ 
nology.  But  too  often,  that’s  what  we 
face.  Applications  that  require  days 
of  training  but  still  generate  streams  of 
calls  to  the  help  desk.  Databases  and  tools 
too  old  for  vendors  to  support,  but  too  vital  for 
CIOs  to  shut  down.  Data  centers  choked  with  servers 
and  wiring,  connected  to  more  just  like  it. 

You  know  why  it  happens:  Old  technology  builds  up 
as  departments  move  to  the  next  new  thing.  Mergers  and 
acquisitions  bring  someone  else’s  IT  to  your  doorstep, 
adding  layers  to  your  layers.  Shadow  IT  runs  parallel  to 
sanctioned  IT.  CIOs  fail  to  set  or  enforce  standards.  And 
all  along,  consolidation  and  integration  projects  that  cost 
money  lose  the  struggle  for  funding  to  customer-facing 
projects  that  promise  to  make  money. 

You  also  know  this  is  no  good.  Such  baggage  takes 
money  and  time  to  maintain,  says  Frank  Wander, 
founder  of  the  IT  Excellence  Institute  and  former  CIO 
of  Guardian  Life  Insurance.  “The  costs  to  keep  complex¬ 
ity  running  crowd  out  investment  dollars,”  Wander  says. 
‘That  affects  agility.”  A  grim  cycle. 


Simplicity,  on  the  other  hand,  promises  clarity,  speed 
and  flexibility,  not  to  mention  lower  costs  in  IT  and  other 
areas  of  the  company,  says  Kevin  Humphries,  senior  vice 
president  of  IT  at  FedEx.  Humphries  opened  a  brand- 
new  data  center  that  will  be  the  $39  billion  company’s 
main  technology  facility.  Simplification  underpins  the 
entire  project,  including  virtualizing  servers,  shrinking 
the  number  of  applications  and  re-thinking  the  cool¬ 
ing  systems,  Humphries  says.  It  was  engineered  to  be 
one-third  the  size  of  the  one  it  will  replace.  “The  largest 
theme  we’re  working  on  in  IT  right  now  is  complexity 
reduction.” 

At  McDonald’s,  software  undergoes  CIO  David 
Weick’s  simplicity  test:  If  he  can,  with  no  training,  sit 
down  and  make  it  do  what  it’s  supposed  to  do,  then  it 
is  good  software. 

So  important  is  simplicity  to  General  Electric  that 
CIO  Charlene  Begley  has  made  it  one  of  four  strategic 
imperatives  for  IT.  She  knows  how  insidious  complexity 
can  be,  even  in  the  most  disciplined  organization.  In  her 
24  years  at  the  giant  conglomerate,  Begley  has  been  CEO 
of  four  of  its  six  current  divisions,  including  the  $8.6 
billion  Home  and  Business  Solutions  unit,  which  she 
runs  today.  Former  GE  chairman  and  CEO  Jack  Welch 
famously  urged  his  leaders  to  clean  out  their  attics  occa- 
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Kevin  Humphries,  SVP  of  IT  at  FedEx, 
says  "complexity  reduction"  was  a  key 
goal  for  a  new  data  center  that  is  one- 
third  the  size  of  the  one  it  will  replace. 
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sionally.  It’s  that  time  again.  Begley  wants  to  reduce  the  number 
of  GE  data  centers  by  half  and  the  number  of  ERP  systems  by 
85  percent  by  2016. 

“Simplification  is  now  prioritized.  It’s  funded.  It’s  not  scoped 
down,”  she  says. 

But  it  is  difficult  to  achieve  at  GE,  FedEx,  McDonald’s  or 
anywhere  else.  Together,  CIOs  and  business  leaders  must  fig¬ 
ure  out  what  needs  to  go,  what  needs  to  change  and  how  to 
finance  and  staff  the  project.  Then  they  must  develop  plans  to 
stop  complexity  from  snaking  its  way  back  in. 

It’s  an  ongoing  battle,  but  one  that  could  be  worth  millions 
to  win. 

'Killing  Complexity' 

Complexity  is  slow,  expensive  and  not  secure.  If  systems  are 
difficult  to  use,  employees  get  flummoxed,  wasting  work  time 
searching  for  functions  or  waiting  for  help.  Multiply  that  lost 
time  by  thousands  of  employees,  and  entire  companies  slow 
down.  When  a  new  business  opportunity  or  a  chance  to  beat 
a  competitor  comes  along,  you  can’t  move  fast  enough  or  don’t 
have  the  funds  to  invest.  (See  ‘“Simplify  My  Life,”’  below.) 

J.C.  Penney’s  new  COO  Michael  Kramer  complained  to  Wall 


Street  recently  that  he  discovered  the  company  runs  492  appli¬ 
cations,  88  percent  of  which  are  custom.  He  thinks  it  should 
be  running  about  100  apps,  total.  “It’s  a  mess,”  he  said.  The 
troubled  retailer,  which  lost  $152  million  last  year  on  sales  of  $17 
billion,  plans  to  simplify  IT  as  part  of  a  massive  transformation 
project.  “When  you  want  to  make  a  change  in  the  business,  it 
takes  a  lot  of  un-layering  and  putting  back  on,”  Kramer  said. 
“That  costs  money.” 

According  to  The  Hackett  Group,  typical  companies  run 
more  than  twice  as  many  data  centers  as  world-class  companies, 
which  Hackett  defines  as  those  with  IT  groups  in  the  top  25 
percent  for  both  efficiency  and  effectiveness.  Typical  companies 
also  run  an  average  of  39  applications  for  every  1,000  end  users, 
compared  to  just  20  at  high-performing  companies.  As  a  result, 
the  best-run  IT  groups  deliver  services  15  percent  more  cheaply 
than  typical  companies. 

“Less  complexity  has  material  benefits  to  the  business,  not 
just  a  positive  effect  on  IT  spending,”  says  Rich  Pople,  global  IT 
practice  leader  at  The  Hackett  Group. 

For  example,  vigilantly  guarding  against  complexity  paid  off 
for  some  high  performers  when  the  recession  hit  in  2009,  Pople 
says.  During  that  dark  time,  typical  companies  cut  IT  costs  by 


Workers  demand  'Apple-simple'  technology  from  CIOs, 
who  in  turn  want  vendors'  help  with  streamlining 


The  consumerization 

of  IT  pressures  CIOs  to 
make  office  tools  as 
easy  to  use  as  personal 
technology.  Some  CIOs 
strive  for  new  systems 
that  are  "Apple-simple," 
meaning  the  interface 
is  so  simple  that  no  formal 
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training  is  required.  Just  pinch 
or  tap,  swipe  and  go. 

Employees  expect  an  immaculate 
user  experience,  but  they  don't  nec¬ 
essarily  grasp  that  building  secure- 
and  pretty-mobile  access  to  the  ERP 
suite  may  be  a  tad  more  difficult  than 
creating  an  app  that  lets  iPhone  users 
pop  virtual  bubble  wrap.  "Those  are 
challenging  discussions  sometimes," 
says  Dan  Priest,  CIO  of  Toyota  Finan¬ 
cial  Services. 

Priest  recently  built  an  innovation 
lab,  or  iLab,  stocked  with  tablets, 
smart  boards  (interactive  white¬ 
boards)  and  other  new  technology 
that  non-IT  colleagues  can  dabble 
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with  as  they  brainstorm  about  future 
business  applications.  IT  staff  are  usu¬ 
ally  there  to  collaborate.  Promoting 
consumer-style  technology  builds 
bridges  between  IT  and  the  rest  of  the 
company.  Priest  says.  Through  iLab, 
the  IT  group  recently  built  an  applica¬ 
tion  for  the  legal  department  to  man¬ 
age  contract  modifications. 

Some  CIOs,  especially  in  retail  and 
hospitality,  began  to  chase  simplicity 
in  user  interfaces  years  before  Apple 
products  pervaded,  to  improve  interac¬ 
tions  with  customers.  But  iProlifera- 
tion  has  only  intensified  that  search. 

"My  test  for  software  has  always 
been  if  I  need  training  on  it,  it’s  no 
good,"  says  David  Weick,  CIO  of  McDon¬ 
ald's,  which  is  testing  a  system  that 
would  allow  customers  in  Australia 
to  order  burgers  and  shakes  on  their 
smartphones.  In  the  United  Kingdom, 
McDonald's  is  testing  touch  screens 
that  accept  credit  cards.  In  these  set¬ 
tings,  customers  expect  the  technology 
to  be  familiar  and  faster  than  speaking 
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an  order  to  a  cashier,  Weick  says. 

To  make  these  systems  easy  for 
consumers,  however,  the  McDonald's 
IT  group  must  rework  back-end  sys¬ 
tems  to  be  accessible  to  consumer 
devices  and  serve  data  in  a  different 
order  and  in  streamlined  formats,  he 
says.  "There's  complexity  in  delivering 
that  service,  but  the  skin  we  need  to 
deliver  it  on  has  to  be  simple,"  he  says. 

It's  the  IT  equivalent  of  da  Vinci's 
notion  that  "Simplicity  is  the  ultimate 
sophistication."  Steve  Jobs  liked  that 
idea,  too:  That  quote  appeared  in  early 
advertising  for  the  Apple  Macintosh. 

Weick  wants  other  vendors  to  sim- 
plify-and  misses  no  chance  to  tell  them 
so.  In  a  recent  meeting  with  Oracle 
president  Mark  Hurd,  Weick  "preached 
the  concept,"  he  says.  "My  team  and 
I  need  to  be  focused  on  McDonald's 
business.  I  prefer  not  to  be  tasked  with 
integrating  all  the  technical  widgets 
you  create,"  he  told  Hurd.  "I  want  Oracle 
to  do  that.  Simplify  my  life." 


-K.S.N. 


ONE  OF  THE  MOST  PROFOUND 
SHIFTS  IN  YOUR  BUSINESS 
IN  DECADES  HAS  ARRIVED. 
AND  IT  LOOKS  LIKE  THIS. 


BUILT  FOR 
THE  HUMAN 
NETWORK 
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At  first  glance,  she’s  an  employee  working  on  a  tablet.  But  she  also  represents 
a  growing  number  of  people  who  are  working  their  way-on  their  favorite 
devices.  It’s  good  news  for  companies,  considering  the  significant  savings  and 
productivity  gains  associated  with  this  new  way  of  working.  And  it’s  great  for  your 
team  members,  who  can  collaborate  better  than  ever,  from  anywhere-accessing 
virtual  desktops  on  their  laptops  or  meeting  face-to-face  via  Cisco  Jabber™on 
their  tablets.  Now,  collaboration  is  enhanced.  Employees  are  untethered. 
Security  is  built  in.  And  at  the  center  of  it  all  is  the  Cisco®  Intelligent  Network. 
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Charlene  Begley,  CIO  at  General 
Electric,  says  she  is  well  aware  that 
IT  complexity  increases  costs  and 
slows  the  business  down. 


an  average  of  6  percent,  mainly  by  stopping  new  projects  and 
slashing  end-user  support. 

Elite  companies,  however,  reduced  IT  spending  more— by 
9  percent— mainly  by  retiring  legacy  systems  and  simplifying 
their  technology  environments.  At  the  same  time,  they  kept 
application  development  going,  introducing  new  features  for 
employees  and  customers  and  watching  low-performing  com¬ 
petitors  tread  water  on  last  year’s  capabilities,  he  says.  “These 
companies  were  in  a  better  position  to  grow.” 

Despite  the  crunch,  typical  companies  have  so  much  old, 
complex  IT  that  they  can’t  think  about  cutting  the  staff  or  sys¬ 
tems  that  keep  it  going.  Pople  calls  that  “entitlement  spend¬ 
ing”  because,  like  federal  programs  such  as  Social  Security 


and  Medicaid,  it’s  difficult  to  make  drastic  changes.  Letting  IT 
entitlements  grow,  he  says,  affects  finance  and  procurement, 
making  these  functions  more  expensive  to  run  than  necessary. 

Like  many  companies,  FedEx  used  to  build  lots  of  systems 
specialized  for  single  functions,  such  as  customer  service,  with 
their  own  applications,  hardware  and  databases.  FedEx  had  been 
running  decades-old  software  and  hardware,  including  a  net¬ 
working  architecture  built  in  1974  and  a  descendant  of 1979-vin¬ 
tage  airline  transaction-processing  software.  “We  had  one  or  two 
of  everything,”  Humphries  says.  The  company  also  had  to  keep 
IT  staff  who  knew  how  to  care  for  the  relics.  He  declines  to  say 
whether  the  company  will  reduce  staff  as  it  shuts  down  old  tech¬ 
nology.  But  he  notes  that  private  clouds  of  virtual  servers  and 
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software  let  the  average  IT  staff  member 
support  several  business  areas. 

GE  understands  the  ill  effects  of  too 
many  applications  or  other  forms  of  com¬ 
plexity,  which  increase  costs  and  slow 
the  business  down,  Begley  says.  It  has 
acquired  at  least  five  companies  since 
2010,  all  of  which  came  with  IT  systems 
that  had  to  be  turned  off  or  migrated.  The 
energy  division  alone  accounts  for  five 
recent  acquisitions,  including  one  com¬ 
pany  that  brought  in  39  ERP  systems, 
Begley  says.  GE  signed  two  more  deals 
recently,  which  it’s  expected  to  close  later 
this  year. 


ters.”  For  the  CEO,  it’s  missing  new  busi¬ 
ness  because  the  company  is  freighted 
with  plodding,  confusing  technology 
that  costs  too  much  to  maintain.  For  the 
board  of  directors,  it’s  managing  a  cri¬ 
sis  after  a  big  security  breach  is  traced 
to  vulnerabilities  in  systems  that  aren’t 
fully  understood. 

When  Begley  described  her  simplic¬ 
ity  plans  to  GE’s  board,  she  explained 
that  a  simpler  infrastructure  is  more 
secure  and  easier  to  protect.  “When  we 
have  incidents,  typically,  the  root  cause 
is  some  type  of  complexity,”  she  says. 
“Cybersecurity  is  something  our  board 


"This  is  about  killing  complexity 

As  you  do,  you  get  faster. 

-CHARLENE  BEGLEY,  CIO,  GENERAL  ELECTRIC 


Before  Begley  became  CIO  in  2010, 
GE  had  no  formal  time  frames  for  inte¬ 
grating  a  typical  acquisition,  she  says. 
“We  said,  ‘Not  OK.’”  IT  will  make  no 
headway  in  simplification  if  integrations 
languish,  she  says.  Now,  GE  is  working 
toward  establishing  a  rule  that  it  has  to 
be  done  within  18  months.  “That’s  enor¬ 
mous  in  this  company.” 

Begley  has  also  assigned  1,000  peo¬ 
ple  to  refine  business  processes  as  part  of 
a  project  called  GE  Advantage.  “This  is 
about  killing  complexity.  As  you  do,  you 
get  faster.  You  have  speed,  lower  cost  and 
the  flexibility  to  go  faster,”  Begley  says. 
“It’s  about  competitiveness.” 

Plan  of  Attack 

Read  the  mission  statements  of  100 
companies  and  at  least  75  will  mention 
simplicity,  says  Ron  Ashkenas,  senior 
partner  at  Schaffer  Consulting.  “We’ve 
talked  about  it  for  thousands  of  years. 
Leonardo  da  Vinci  talked  about  it,  the 
ancient  Greeks  talked  about  it,”  he  says. 
“But  doing  it  is  another  thing.” 

First,  CIOs  must  enlist  supporters 
with  pocketbooks,  says  Ashkenas,  who 
wrote  the  book  Simply  Effective:  How  to  Cut 
through  Complexity  in  Tour  Organization  and 
Get  Things  Done. 

You  might  appeal  to  their  sense  of 
doom,  or  as  Begley  puts  it,  to  “what  mat- 


cares  a  lot  about.  Our  company’s  reputa¬ 
tion  is  at  stake.” 

Risk,  generally,  accompanies  older  or 
overly  complex  IT,  Humphries  says,  and 
mitigating  it  was  a  key  part  of  the  busi¬ 
ness  case  for  FedEx’s  new  data  center. 
“Our  infrastructure  profile  was  growing 
too  risky,”  he  says. 

Staffing  simplicity  projects  requires 
some  care.  Managers  often  issue  unclear 
directions  and  take  too  long  to  make 
decisions,  Ashkenas  says.  “Simplifica¬ 
tion  is  a  concept  that  can  be  difficult  to 
articulate.  It  means  more  than  cutting,” 
he  says.  For  example,  rearranging  busi¬ 
ness  processes  requires  understanding 
large  ideas,  such  as  how  customers  inter¬ 
act  with  the  company  or  what  federal 
agencies  require  for  compliance.  Exist¬ 
ing  technology  must  be  mapped  to  show 
where  the  information  related  to  those 
ideas  resides.  Then  debates  can  begin 
about  what  to  change. 

To  make  simplicity  work,  companies 
need  thinkers  who  are  a  little  bit  tacti¬ 
cian,  but  also  visionary  and  inspired  by 
challenge,  Ashkenas  says.  People  get 
depressed  by  an  effort  that  feels  like  an 
exercise  in  cutting  alone,  he  says. 

As  Begley  subtracts  at  GE,  she  is  also 
building.  For  example,  GE  opened  an  IT 
security  center  in  Virginia  last  year.  So  far, 
85  employees  work  there.  This  summer, 
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the  company  plans  to  open  another  IT  facility  in  New  Orleans, 
where  up  to  300  people  will  work  in  enterprise  architecture,  data 
management,  networking  and  other  functions  for  GE  Capital.  A 
new  IT  center  is  under  construction  in  San  Ramon,  Calif.,  too.  GE 
expects  to  hire  1,100  IT  workers  in  all  as  it  pulls  back  some  out¬ 
sourcing  work  it  had  sent  to  India.  Simplification  doesn’t  mean 
cutting  alone,  Begley  says.  “Excellence  is  the  priority.” 

GE  picked  top  performers  across  IT  and  business  func¬ 
tions  to  collaborate  in  person  and 
by  video  in  conference  rooms  about 
how  to  consolidate  processes  and 
applications.  They  borrowed  agile 
development  methods,  such  as  set¬ 
ting  weekly  milestones  and  appeal¬ 
ing  to  decision  makers  to  solve 
problems  the  same  day  as  they  are 
discovered.  “One  thing  that  drives 
me  crazy— I’m  not  an  IT  person— is 
everything  seems  to  be  a  three-year 
project,”  Begley  says.  “We’re  trying 
to  get  away  from  [that].” 

Spelling  out  clear  goals  for  each  person  on  the  team  has 
kept  GE’s  simplicity  quest  on  track,  she  says.  CIOs  in  busi¬ 
ness  units  have  to  report  to  her  and  their  business  manag¬ 
ers  quarterly  about  whether  they  made  their  goals  to,  say, 
eliminate  a  given  number  of  ERP  systems.  Begley  must  meet 
yearly  objectives  set  with  Chairman  and  CEO  Jeff  Immelt  and 
the  board.  “We  have  dashboards  with  names,  dates  and  the 
people  who  care.” 

She  expects  payback  from  this  work  in  two  to  three  years 
and  plans  to  invest  some  of  the  returns  in  cloud  and  mobile 
technology. 


Like  a  new  car,  a  new  IT  system  starts  to  decay  the  moment  you 
turn  it  on.  Servers,  laptops  and  smartphones  are  machines,  after 
all,  and  software  gets  gummed  up  as  it  takes  in  data  and  interacts 
with  other  software.  Aging  technology  requires  extra  nurturing. 

Because  every  piece  of  IT  has  a  rate  of  decay.  Wander  says, 
CIOs  should  create  a  life  plan  for  each  one.  This  helps  keep 
down  how  many  layers  of  technology  have  to  be  integrated.  It 
also  helps  companies  avoid  getting  stuck  with  technology  dregs, 


he  says.  PowerBuilder  was  once  a  hot  development  tool.  Then 
Sybase,  itself  a  declining  database  vendor,  bought  PowerBuilder 
and  the  tool  lost  momentum,  he  says.  “If  you  don’t  deal  with 
that  complexity,  you  end  up  with  systems  difficult  to  maintain 
because  you  can’t  get  people.  Then  it’s  an  operational  risk.” 

At  McDonald’s,  Weick’s  team  categorizes  technologies  as 
explore  and  innovate,  commercialize  and  deploy,  or  enhance 
and  maintain.  IT  works  with  business  leaders  to  set  invest¬ 
ment  levels  and  plans  for  how  each  system  will  move  through 
the  cycle.  Continuous  pruning  is  a  challenge  for  CIOs,  he  says. 
‘It’s  easier  to  add  something  new  than  retire  something  old.  It 
builds  up  like  plaque  in  a  coronary  artery.” 


ne  costs  to  Keep  comp  exr 
running  crowd  out  investment 
dollars  That  affects  agility. 

-FRANK  WANDER,  FOUNDER,  I.T.  EXCELLENCE  INSTITUTE 


Getting  It  Done 

Simplicity  doesn’t  happen  naturally,  so  CIOs  should  make 
detailed  plans.  Tactical  moves  include  whittling  down  the  num¬ 
ber  of  IT  suppliers  you  count  as  essential,  which  streamlines 
more  aspects  of  the  operation  than  technology  and  support 
choices  do.  This  may  lead  to  fewer  contract  negotiations,  better 
pricing  and  stronger  relationships.  At  GE,  each  business  unit 
has  now  chosen  core  technologies  and  vendors  and  intends  not 
to  deviate,  Begley  says.  As  key  software  is  upgraded,  GE’s  IT 
group  will  avoid  much  customization,  which  adds  complexity 
and  cost.  “No  matter  what  you’re  running,  you’re  going  to  be 
more  competitive  if  you  go  faster.  I’m  bringing  that  mind-set 
to  IT,”  Begley  says. 

McDonald’s  uses  times  of  major  operating  system  upgrades 
to  reduce  the  number  of  applications  and  tools.  When  it  recently 
moved  from  Windows  XP  to  Windows  7,  the  company  elimi¬ 
nated  various  personal  productivity  applications  that  employ¬ 
ees  had  brought  in.  “It  would  have  cost  us  money  to  make  them 
work  on  the  new  OS,”  Weick  says.  IT  goes  through  a  similar 
examination  when  making  changes  to  infrastructure. 

Degree  of  simplicity  is  an  important  criteria  for  McDonald’s 
when  IT  evaluates  a  new  product.  How  easy  the  product  is  to 
implement  and  how  fast  IT  can  deploy  it  matter  as  much  as 
functionality,  he  says. 


Keeping  Simplicity  Alive 

One  reason  simplification  fails,  says  Humphries  at  FedEx,  is  that 
people  don’t  realize  that  simplifying  is  actually  pretty  complicated. 
His  new  data  center  is  supposed  to  be  simpler  to  run  for  the  IT 
group  and  give  business  units  the  ability  to  change  course  quickly, 
to  get  ahead  of  market  events,  he  says.  Building  such  a  facility 
involves  many  decisions  about  technology  and  design.  “You  would 
be  shocked  to  see  the  walls  and  walls  and  walls  of  excruciating 
detail  to  make  something  very  complex  end  up  simplified.” 

Maintaining  simplicity  as  a  state  of  mind,  as  Wander  envi¬ 
sions,  requires  that  you  don’t  underestimate  the  ongoing  effort 
involved.  After  all,  doing  business  brings  fresh  complexity  to 
IT  every  day,  he  says.  Mergers  and  acquisitions  won’t  stop.  Nor 
will  rogue  IT  in  departments  that  circumvent  the  rules.  At  the 
same  time,  corporate  budgets  are  finite.  The  noble  and  concrete 
reasoning  behind  a  proposed  project  to  consolidate  servers  or 
inventory  IT  assets  may  not  win  against  a  proposal  to  expand 
operations  in  a  growing  customer  market,  he  says. 

Even  when  simplification  projects  are  rejected,  the  IT  should 
work  that  way  anyway,  he  says.  “If  you’re  a  good  CIO,  you’re 
doing  this  all  the  time.”  EH 


Senior  Editor  Kim  S.  Nash  can  be  reached  at  knash@cio.com.  Read  her 
blog.  Strategic  CIO,  at  blogs.cio.com/blog/strategic-cio. 
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Are  You  Ready,  Kids? 

That  flat-screen  in  your  den  is  no  longer  the  center  of  the  TV  universe.  Viacom’s  CIO  David  Kline  now 
needs  to  deliver  shows,  like  SpongeBob  SquarePants,  to  viewers  on  smartphones,  computers  and  tablets  24 
hours  a  day.  To  provide  faster  service  even  overseas,  protect  content  from  piracy,  and  speed  adoption  of  new 
business,  Kline  upgraded  the  company’s  135  domestic  media  networks  to  a  centralized  digital  distribution 
suite.  Before,  the  company  needed  several  workflows  to  meet  the  requirements  of  service  providers  and  the 
devices  on  which  content  is  viewed.  “They  may  want  it  in  a  certain  format,  they  may  want  it  sized  properly,” 
says  Kline.  Now,  whether  it’s  Netflix,  Hulu  or  a  cable  box,  there’s  one  automated  process.  “The  beauty  of  it 
is  to  take  their  requirements  and  the  system  will  do  it  for  us,”  he  says.  Because  the  suite  also  links  back  to 
Viacom  and  its  rights-management  system,  the  company  can  ensure  content  is  being  distributed  only  to 
licensed  platforms  and  can  quickly  pull  in  content  for  breaking  news.  -Lauren  Brousell 
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You  don't  buy  communications  products  for 
your  own  benefit.  You  buy  those  products 
so  you  can  better  service  your  customers. 

Our  products  and  cloud-based  services  are 
developed  to  help  you  deliver  the  best  possible 
experience  to  your  customers  -  turning 
that  superior  experience  into  a  competitive 
advantage  for  your  business.  Give  your 
customers  choices  in  the  media  types  they  use 
to  contact  you.  Give  your  employees  immediate 
access  to  information  and  documents  so  they 
can  respond  more  quickly  to  your  customers. 
Provide  automated  self-service  that  allow  your 
customers  to  complete  transactions  without 
frustration.  Each  customer  is  unique.  The 
service  you  deliver  should  be  unique  as  well. 
Now  you  can  deliver  more. 
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Smarter  technology  for  a  Smarter  Planet: 

How  3.8  million  tailored  messages 
made  sales  numbers  look  fantastic,  too. 

Japanese  fashion  retailer  Start  Today  took  an  IBM  smarter  commerce  approach  to  their  business,  helping  increase 
annual  sales  on  their  Zozotown  Web  site  by  54,2%.  Their  customer-centric  focus  uses  Netezza®  and  Unica®  to  rapidly 
analyze  massive  amounts  of  data,  letting  them  create  personalized  messages  for  each  of  their  3.8  million  customers. 
Results?  The  solution  helped  increase  the  e-mail  open  rate  by  five  times  and  the  conversion  rate  by  nearly  1,000%. 
Smarter  commerce  is  built  on  smarter  software,  systems  and  services. 


Let’s  build  a  smarter  planet,  ibm.com/personalize 
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